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EXECUTIVE	  SUMMARY	  	  
Introduction	  	  Slavic	  Village	  is	  a	  revitalizing	  urban	  neighborhood	  in	  the	  southeast	  area	  of	  the	  City	  of	  Cleveland.	  	  A	  historic	  neighborhood	  that	  was	  once	  home	  to	  75,000	  immigrants	  of	  Polish	  and	  Slavic	  descent,	  it	  has	  seen	  steady	  decline	  since	  the	  1960’s,	  along	  with	  other	  Cleveland	  neighborhoods,	  and	  was	  especially	  hard	  hit	  during	  the	  housing	  and	  foreclosure	  crisis	  of	  2007-­‐2010.	  	  However,	  in	  the	  present	  day,	  it	  has	  many	  assets	  and	  opportunities	  that	  make	  it	  poised	  to	  become	  one	  of	  the	  vibrant	  Cleveland	  neighborhoods	  of	  the	  future.	  	  	  This	  study	  was	  done	  as	  part	  of	  a	  student	  project	  to	  look	  at	  the	  potential	  to	  re-­‐invigorate	  Slavic	  Village’s	  retail	  business	  and	  shopping	  environment.	  	  A	  gravity	  model	  and	  niche	  analysis	  was	  used	  to	  evaluate	  the	  standard	  retail	  shopping	  environment,	  and	  the	  specialty	  retail	  shopping	  environment	  was	  evaluated	  through	  comparison	  with	  five	  other	  urban	  neighborhoods.	  	  Together,	  they	  demonstrate	  the	  opportunities	  and	  strengths	  of	  the	  Slavic	  Village	  neighborhood.	  	  	  
Market	  Analysis	  Findings	  	  Key	  findings	  of	  the	  market	  study	  include	  the	  following:	  
• The	  Slavic	  Village	  primary	  market	  area	  is	  somewhat	  larger	  than	  the	  neighborhood	  itself,	  and	  has	  in	  the	  vicinity	  of	  30,000	  residents	  and	  15,000	  workers	  within	  its	  boundaries	  every	  day.	  
• Local	  venues	  for	  neighborhood	  goods	  and	  services,	  such	  as	  grocery	  and	  pharmacy,	  are	  well-­‐used,	  and	  there	  is	  an	  interest	  in	  shopping	  within	  the	  neighborhood	  
• Slavic	  Village’s	  buying	  power	  is	  actually	  higher	  than	  that	  of	  any	  of	  the	  five	  comparison	  neighborhoods	  we	  studied,	  including	  Tremont,	  Detroit-­‐Shoreway,	  Buckeye-­‐Shaker	  Square,	  Superior-­‐Payne,	  and	  Waterloo	  
• All	  six	  urban	  neighborhoods	  compared	  had	  very	  similar	  characteristics	  in	  terms	  of	  population,	  median	  household	  income,	  poverty	  rates	  
• Slavic	  Village	  does	  have	  a	  higher	  proportion	  of	  families	  with	  children,	  a	  lower	  labor	  participation	  rate,	  a	  somewhat	  higher	  unemployment	  rate,	  and	  a	  lower	  proportion	  of	  families	  with	  incomes	  over	  $100,000,	  than	  the	  neighborhoods	  compared.	  
• Special	  events	  at	  urban	  neighborhoods,	  such	  as	  the	  Tremont	  Arts	  Walk,	  have	  the	  potential	  to	  draw	  a	  large	  number	  of	  customers	  from	  outside	  the	  market	  area,	  including	  suburban	  neighborhoods	  with	  a	  much	  higher	  median	  household	  income	  
• Slavic	  Village	  has	  natural,	  architectural,	  recreational	  and	  neighborhood	  amenities	  that	  present	  the	  potential	  for	  growth	  and	  improvement	  over	  time	  
• Slavic	  Village	  appears	  to	  have	  a	  moderate	  overall	  capacity	  for	  growth	  of	  its	  specialty	  market	  
• Slavic	  Village	  has	  capacity	  for	  growth	  of	  its	  local	  neighborhood	  market,	  in	  particular	  for	  dining/restaurants	  and	  specialty	  foods;	  special	  retail;	  and	  financial	  services.	  
• Slavic	  Village	  is	  probably	  oversaturated	  in	  general	  merchandise,	  fast	  food	  restaurants,	  convenience	  stores.	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• There	  are	  many	  opportunities	  to	  continue	  to	  enhance	  and	  grow	  the	  shopping	  environment,	  toward	  a	  stronger,	  more	  vibrant	  neighborhood.	  	  Recommendations	  include	  the	  following:	  
• Develop	  and	  market	  neighborhood	  identity(s)	  that	  focus	  on	  existing	  assets	  such	  as	  parks,	  trails,	  the	  Mill	  Creek	  Falls,	  business	  innovation,	  and	  destination	  restaurants	  
• Continue	  vital	  work	  on	  development	  and	  redevelopment	  of	  housing	  in	  the	  neighborhood	  
• Continue	  to	  work	  on	  events	  that	  will	  draw	  visitors	  
• Continue	  to	  work	  with	  local	  businesses	  to	  expand	  diversity	  and	  choice	  of	  products	  
• As	  feasible,	  focus	  redevelopment	  efforts	  on	  one	  or	  two	  areas,	  rather	  than	  spreading	  new	  businesses	  out	  along	  long	  blocks,	  at	  least	  at	  first	  
• Get	  to	  know	  proprietors	  of	  home-­‐based	  businesses,	  and	  find	  ways	  to	  support	  them	  
• Assess	  potential	  locations	  for	  an	  expanded	  professional	  office	  base	  
• Conduct	  a	  survey	  of	  local	  employees	  to	  understand	  how	  they	  shop	  in	  the	  neighborhood	  and	  elsewhere,	  and	  what	  might	  attract	  them	  to	  run	  errands	  and	  spend	  more	  time	  in	  the	  core	  areas	  
• Continue	  to	  work	  on	  bike-­‐ability	  and	  connections	  	  
• Assign	  equal	  importance	  to	  neighborhood-­‐serving	  businesses	  as	  well	  as	  those	  that	  will	  attract	  customers	  from	  outside	  the	  area	  
• Retain	  the	  historic	  character	  of	  the	  neighborhood	  and	  work	  to	  enhance	  it	  over	  time	  as	  buildings	  redevelop	  
• Find	  ways	  to	  attract	  the	  many	  employees	  in	  the	  area	  to	  the	  neighborhood	  for	  lunch,	  after-­‐work	  events,	  errands,	  and	  specialty	  shopping	  
• Consider	  housing	  incentives	  to	  encourage	  nearby	  employees,	  and	  perhaps	  those	  who	  have	  family	  background	  in	  the	  neighborhood,	  to	  live	  there	  
• Consider	  partnerships	  with	  other	  groups/neighborhoods	  with	  similar	  interests	  and	  customer	  base	  (other	  Cleveland	  neighborhoods;	  Parma?)	  
• Consider	  development	  of	  a	  micro-­‐business	  mall	  to	  help	  incubate	  home	  businesses	  before	  they	  are	  ready	  to	  open	  storefronts	  
• Consider	  a	  family	  dinner	  cinema	  or	  other	  venue	  to	  enhance	  entertainment	  opportunities	  in	  the	  neighborhood	  
• Provide	  support	  and	  technical	  assistance	  to	  local	  small	  business	  owners	  to	  improve	  their	  success	  and	  marketability	  	  
• 	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INTRODUCTION	  AND	  BACKGROUND	  
The	  Slavic	  Village	  Neighborhood	  	  
Figure	  1:	  	  Slavic	  Village	  Location	  Map	  
	  	  The	  Slavic	  Village	  Neighborhood,	  also	  known	  as	  Broadway-­‐Slavic	  Village	  or	  South	  Broadway,	  is	  a	  revitalizing	  urban	  neighborhood	  in	  the	  southeastern	  area	  of	  the	  City	  of	  Cleveland,	  Ohio.	  	  Once	  a	  thriving	  ethnic	  neighborhood	  of	  75,000,	  home	  to	  many	  European	  immigrants	  of	  Polish	  and	  Slavic	  descent	  who	  earned	  their	  living	  at	  nearby	  factories,	  it	  has,	  with	  the	  rest	  of	  Cleveland,	  undergone	  steady	  decline	  since	  the	  1960’s.	  	  Loss	  of	  jobs	  and	  population	  due	  to	  the	  decline	  of	  the	  manufacturing	  industry	  was	  exacerbated	  by	  the	  flight	  of	  middle-­‐class	  families	  to	  the	  suburbs.	  	  The	  national	  economic	  downturn	  of	  2007-­‐2010	  hit	  the	  Slavic	  Village	  neighborhood	  particularly	  hard,	  as	  widespread	  foreclosure,	  vacancy	  and	  abandonment	  of	  its	  historic	  housing	  stock	  gave	  it	  the	  title	  “Ground	  Zero	  of	  the	  Foreclosure	  Crisis”	  in	  the	  US.	  	  Thousands	  of	  homes	  became	  vacant,	  deteriorated,	  and	  abandoned,	  and	  hundreds	  have	  been	  condemned	  and	  demolished,	  while	  some	  residents	  remain	  staunchly	  in	  place,	  keeping	  their	  homes	  up	  and	  retaining	  their	  sense	  of	  neighborhood	  and	  community.	  	  With	  recent	  improvements	  in	  the	  national	  economy	  have	  come	  great	  changes	  in	  the	  urban	  market	  for	  housing	  and	  commercial	  areas.	  	  Urban	  neighborhoods	  in	  Cleveland	  such	  as	  Ohio	  City	  and	  Tremont,	  and	  most	  recently	  the	  downtown	  itself,	  have	  led	  the	  revitalization	  and	  restoration	  of	  urban	  neighborhood	  life	  –	  attracting	  new	  residents	  and	  small	  business	  owners	  from	  the	  “Millennial”	  and	  “Empty	  Nester”	  groups	  –	  young	  people	  and	  mature	  adults	  alike	  looking	  for	  a	  neighborhood	  community	  lifestyle,	  urban	  vitality,	  and	  a	  place	  where	  they	  can	  contribute	  to	  improving	  the	  quality	  of	  life.	  	  This	  group	  is	  slowly	  expanding	  to	  include	  families,	  as	  millennials	  begin	  to	  establish	  households	  and	  work	  on	  schools,	  parks	  and	  family-­‐friendly	  institutions	  in	  their	  neighborhoods.	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Figure	  2:	  Slavic	  Village	  Neighborhood	  Map	  
	  
Map	  source:	  	  NEOCANDO	  	  Slavic	  Village,	  along	  with	  a	  few	  other	  urban	  neighborhoods,	  is	  poised	  to	  be	  in	  the	  “second	  wave”	  of	  urban	  neighborhood	  revitalization.	  	  Home	  to	  several	  significant	  anchor	  institutions,	  including	  the	  headquarters	  of	  Third	  Federal	  Savings,	  several	  vibrant	  churches,	  and	  a	  large	  Metro	  Health	  facility;	  located	  in	  close	  proximity	  to	  downtown	  Cleveland,	  with	  excellent	  transit	  access,	  and	  the	  potential	  for	  bike	  access;	  retaining	  much	  of	  its	  historic	  neighborhood	  character,	  with	  many	  historic	  buildings	  and	  facades	  still	  intact;	  recent	  investment	  in	  a	  regional	  trail	  connection	  and	  the	  Fleet	  Avenue	  corridor	  “complete	  street”;	  location	  of	  a	  unique	  Cleveland	  natural	  feature,	  the	  Mill	  Creek	  Falls;	  and	  with	  a	  sparse	  but	  committed	  core	  of	  local	  specialty	  businesses	  and	  neighborhood	  residents,	  	  the	  neighborhood	  has	  many	  opportunities	  for	  growth	  and	  improvement	  over	  the	  coming	  years.	  Slavic	  Village	  Development,	  the	  neighborhood	  community	  development	  corporation,	  is	  hard	  at	  work	  on	  several	  housing	  revitalization	  and	  neighborhood	  stabilization	  projects,	  and	  the	  future	  is	  looking	  brighter	  than	  it	  has	  in	  a	  long	  time.	  	  In	  this	  context	  we	  ask	  the	  question,	  “what	  is	  the	  potential	  for	  re-­‐establishment	  of	  a	  strong,	  vital	  retail	  market	  in	  the	  Slavic	  Village	  neighborhood?”	  	  Like	  many	  urban	  neighborhoods	  which	  have	  experienced	  decline,	  its	  current	  retail	  business	  inventory	  is	  populated	  by	  a	  mix	  of	  dollar	  stores,	  chain	  discount	  stores,	  and	  fast	  food	  establishments,	  spread	  out	  along	  main	  roads,	  especially	  Broadway	  south	  of	  Union	  Avenue.	  In	  the	  historic	  walkable	  core	  areas,	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there	  are	  many	  vacant	  storefronts,	  but	  there	  are	  also	  a	  few	  seeds	  of	  opportunity	  that	  include	  a	  two	  well-­‐known	  ethnic	  restaurants,	  and	  small	  locally-­‐run	  neighborhood	  and	  specialty	  stores.	  	  	  	  A	  standard	  retail	  market	  study	  might	  show	  that	  competitors	  such	  as	  Walmart,	  dollar	  stores,	  and	  mainstream	  chains	  have	  reduced	  the	  market	  for	  retail	  in	  the	  neighborhood.	  	  However,	  other	  re-­‐establishing	  neighborhood	  commercial	  areas	  in	  Cleveland	  have	  shown	  that	  there	  is	  a	  thriving,	  and	  growing,	  market	  for	  local	  and	  specialty	  goods	  that	  attract	  customers	  from	  a	  wide	  area,	  well	  beyond	  the	  typical	  market	  for	  neighborhood	  shopping.	  	  This	  report	  is	  an	  attempt	  to	  describe	  and	  quantify	  both	  the	  standard	  and	  the	  specialty	  retail	  markets,	  with	  the	  intent	  to	  provide	  Slavic	  Village	  Development	  and	  neighborhood	  businesses	  with	  information	  about:	  	  1)	   Where	  to	  focus	  their	  energy	  in	  finding	  new	  store	  tenants	  and	  strengthening	  and	  expanding	  existing	  businesses	  2)	   Areas	  of	  opportunity	  that	  might	  be	  of	  interest	  to	  tenants,	  developers,	  and	  investors;	  3)	   A	  better	  understanding	  of	  competitors,	  and	  what	  aspects	  of	  the	  business	  environment	  need	  attention	  
Core	  Areas	  and	  Neighborhood	  Businesses	  	  This	  study	  focuses	  on	  two	  core	  areas	  of	  the	  Slavic	  Village	  Neighborhood	  that	  were	  once	  thriving	  neighborhood	  commercial	  areas,	  and	  have	  the	  potential	  to	  become	  the	  center	  of	  walkable	  retail	  activity.	  	  As	  shown	  in	  Figure	  3,	  the	  Broadway/55th	  core	  runs	  north-­‐south	  from	  East	  49th	  to	  the	  Morgana	  Run	  Trail.	  	  The	  Fleet	  Avenue	  core	  runs	  east-­‐west	  from	  I-­‐77	  to	  about	  East	  65th.	  	  For	  the	  purposes	  of	  competitor	  analysis,	  a	  “center	  of	  gravity”	  for	  the	  Slavic	  Village	  core	  areas,	  as	  shown,	  was	  chosen	  at	  the	  intersection	  of	  Union	  and	  Broadway.	  	  
Figure	  3:	  	  Slavic	  Village	  Retail	  Cores	  and	  Gravity	  Center	  
	  
Map	  source:	  Google	  Maps,	  CSU	  CCPD	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As	  shown	  in	  Figure	  4,	  the	  Broadway	  Core	  area	  includes	  a	  roughly	  half-­‐mile	  stretch	  along	  Broadway	  Avenue.	  	  The	  intersection	  of	  East	  55th	  and	  Broadway	  is	  one	  of	  only	  two	  intersections	  in	  the	  entire	  City	  of	  Cleveland	  that	  retains	  its	  original	  historic	  buildings	  on	  all	  four	  corners.	  	  This	  was	  the	  commercial	  center	  of	  the	  original	  75,000-­‐resident	  neighborhood,	  and	  the	  stature	  of	  the	  buildings	  is	  like	  that	  of	  a	  small	  city,	  with	  3-­‐story	  stone	  and	  brick	  facades	  and	  classic	  architectural	  features.	  Our	  Lady	  of	  Lourdes	  Parish	  is	  a	  key	  landmark	  at	  that	  intersection,	  and	  the	  core	  essentially	  includes	  Doloff	  Road,	  East	  55th	  and	  side	  streets	  that	  still	  retain	  many	  former	  storefronts.	  	  Commercial	  spaces	  along	  Broadway	  are	  larger,	  up	  to	  10,000	  square	  feet	  or	  more,	  and	  once	  housed	  banks,	  furniture	  stores,	  department	  stores,	  and	  other	  major	  commercial	  establishments,	  with	  offices	  on	  upper	  floors.	  	  On	  the	  side	  streets,	  the	  scale	  of	  retail	  spaces	  is	  smaller,	  likely	  in	  the	  past	  serving	  the	  immediate	  neighborhood,	  with	  residential	  space	  above.	  	  Now	  many	  of	  these	  storefronts	  and	  upper	  spaces	  are	  vacant,	  and	  many	  of	  the	  buildings	  are	  in	  disrepair.	  Overall	  vacancy	  in	  the	  core	  area	  is	  around	  40%.	  	  But	  the	  potential	  remains	  for	  restoration	  of	  the	  historic,	  pedestrian-­‐scale	  charm	  of	  the	  area.	  	  Current	  occupancies	  include	  a	  range	  of	  businesses	  such	  as	  daycare	  centers,	  dollar	  stores,	  a	  music	  school,	  cash/loan	  services,	  convenience	  stores,	  and	  fast	  food	  restaurants	  and	  pizza	  places.	  	  There	  are	  some	  professional	  offices,	  and	  a	  couple	  of	  pioneer	  local	  specialty	  stores	  such	  as	  a	  hat	  shop	  and	  clothing	  store.	  	  	  	  At	  the	  north	  end	  of	  the	  Broadway/55th	  core	  area,	  the	  Bohemian	  National	  Hall	  houses	  an	  historic	  auditorium	  and	  Czech	  museum,	  and	  a	  gymnasium	  that	  supports	  an	  active	  youth	  gymnastics	  program.	  	  The	  new	  Cleveland	  Velodrome	  also	  anchors	  the	  north	  end,	  and	  the	  Cleveland	  Boys	  and	  Girls	  Club	  and	  Metro	  Health	  facility	  anchor	  the	  southern	  end	  of	  the	  core	  area,	  with	  recreation	  programs	  for	  youth,	  community	  health	  services,	  and	  other	  community	  activities.	  Third	  Federal	  Savings’	  headquarters	  are	  also	  located	  on	  the	  south	  end	  of	  the	  core	  area,	  with	  over	  500	  employees	  onsite	  during	  the	  week.	  	  
Figure	  4:	  	  Broadway	  Core	  Retail	  Area	  
	  	  Figure	  5	  shows	  the	  Fleet	  Avenue	  Core	  Retail	  Area,	  also	  a	  little	  over	  a	  half	  mile	  long,	  along	  Fleet	  Avenue.	  	  Fleet	  Avenue	  was	  originally	  more	  neighborhood-­‐serving,	  with	  small	  scale	  retail	  storefronts,	  and	  residences	  behind	  the	  store	  fronts	  and	  on	  the	  second	  floors.	  Goods	  once	  sold	  included	  bakery,	  butcher,	  furniture,	  and	  other	  locally-­‐needed	  products	  and	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services.	  	  Several	  restaurants	  were	  once	  located	  here	  –	  two	  of	  the	  most	  famous,	  Seven	  Roses	  Polish	  Delicatessen	  and	  Red	  Chimney	  Restaurant,	  are	  still	  thriving	  and	  serve	  a	  regional	  clientele,	  many	  of	  whom	  return	  to	  the	  neighborhood	  for	  church	  services	  on	  Sundays.	  	  	  	  Many	  of	  the	  other	  Fleet	  Avenue	  storefronts	  are	  now	  vacant,	  or	  have	  been	  converted	  to	  office,	  residential,	  storage,	  or	  non-­‐retail	  small	  business	  space.	  	  There	  has	  been	  some	  demolition	  along	  Fleet	  as	  well.	  	  Overall	  vacancy	  is	  around	  40%.	  	  Current	  occupancies	  include	  a	  small	  grocery,	  ice	  cream	  store,	  electronics	  store,	  convenience	  and	  gas	  stations,	  fast	  food,	  beauty	  salons,	  a	  bike	  shop,	  printing	  services,	  and	  a	  veterinary	  hospital.	  	  An	  attorney	  and	  tax	  accountant	  also	  have	  offices	  on	  Fleet.	  	  
Figure	  5:	  	  Fleet	  Avenue	  Core	  Retail	  Area	  
	  	  Tables	  1	  and	  2,	  on	  the	  following	  pages,	  summarize	  the	  businesses	  in	  the	  Broadway	  and	  Fleet	  core	  areas.	  	  For	  a	  more	  complete	  inventory,	  including	  square	  footages,	  see	  the	  work	  done	  by	  CSU	  students,	  Spring	  2015.	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Table	  1:	  	  Broadway	  Core	  Area	  Businesses	  
	  	  
	   	  
Company(Name Address
BROADWAY(CORE(AREA
Speedy&Tax&Svc&Inc 5452&Broadway&Ave
Get&Money&Tax&Svc 5478&Broadway&Ave
Liberty&Tax&Svc 5644&Broadway&Ave
Jackson&Hewitt&Tax&Service 5601&Broadway
Colabianchi&Attorney 5723&Broadway
Hubcap&Heaven 5455&Broadway&Ave
Corvette&Conspiracy 5328&Broadway&Ave
C&Town&Automtv&Repair& &Cllsn 5335&Broadway&Ave
Malloy's&Auto&Repair 5251&Broadway
Key&Bank 5703&Broadway&Ave
Charter&One&Bank 5733&Broadway&Ave
Your&Place& &Mine 3376&E&55th&St
Money&Orders 5307&Broadway
Little&Inspirations 5454&Broadway&Ave
Golden&Ciphers 5704&Broadway&Ave
Tia's&Nest&Child&Care&Ctr 5716&Broadway&Ave
Villa&Montessori 5620&Broadway
Bill&and&Willis&Hat&Shop 5417&Broadway
Citi&Trends 5841&Broadway&Ave
Mike's&Beverage 5275&Broadway
Sub&Station 5750&Broadway&Ave
Metro&PCS 5853&Broadway&Ave
Bohemian&National&Hall 4939&Broadway&Ave
Family&Dollar&Store 5836&Broadway&Ave
OK&Dollar&Store 5849&Broadway&Ave
SaveZaZLot 5841&Broadway&Ave
Elgin&Furniture& &Appliance 5217&Broadway&Ave
Jay's&Home&Furnishings&Inc 5728&Broadway&Ave
Advantage&Education&Group 5634&Broadway
Northeast&Electronics 5746&Broadway&Ave
Gra&Mar&Realty 3314&E&55th&St
RentZaZCenter 5857&Broadway&Ave
Bob& &Sheri's&49er&Diner 5006&Broadway&Ave
Arcade&Pizza 5319&Broadway&Ave
Broadway&Pizza 5645&Broadway&Ave
Sakura 5855&Broadway&Ave
Goddesses&Blessing&Goddesses 3300&E&55th&St
Category
Accounting/Tax
Accounting/Tax
Accounting/Tax
Accounting/Tax
Attorney
Auto&parts
Auto&Repair
Auto&Repair
Auto&repair
Banking
Banking
Bar/Tavern/Wine&Bar
Cash/loan&services
Child&Care
Child&Care
Child&Care
child&care
Clothing,&shoes&and&accessories
Clothing,&shoes&and&accessories
Convenience/Gas
Convenience/Gas
Electronics
Event&Center
General&Merchandise
General&Merchandise
Grocery
Home&Furnishings
Home&Furnishings
Other&professional&services
Other&Repair
Real&Estate&Services
Rental&Services
Restaurant&Z&Fast&Service
Restaurant&Z&Fast&Service
Restaurant&Z&Fast&Service
Restaurant&Z&Table&Service
Spiritual&Services
	  	   11	  
Table	  2:	  	  Fleet	  Ave	  Core	  Area	  Businesses	  
	  	  	   	  
Company(Name Address Category
FLEET(AVE(CORE(AREA
Giatax&Income&Tax&Svc 5016&Fleet&Ave
Unique&Tax& &Accounting&Svc 6116&Fleet&Ave
Commercial&Accounting 5720&Fleet&Ave
Sliwinski,&Ted 5800&Fleet&Ave
Bert's& &Son&Auto&Parts 5331&Fleet&Ave
The&Hood&Tires 5418&Fleet&Ave
Rudowsky&Automotive& &Towing 5705&Fleet&Ave
Shannassie's&Roll&Call 5212&Fleet&Ave
North&Coast&Homes 5714&Fleet&Ave
Ye&Olde&Clip&Joynt 5908&Fleet&Ave
By&the&Grace&of&God&Barber 5717&Fleet&Ave
Dynasty&Barber&Shop& &Salon 5910&Fleet&Ave
NuXLyfe&Daycare& 5229&Fleet&Ave
Little&Inspirations&Daycare 5304&Fleet&Ave
Rod's&T's 6412&Fleet&Ave
7XEleven 4901&Fleet&Ave
Open&Pantry&Food&Mart 5222&Fleet&Ave
Convenience&Grocery 5810&Fleet&Ave
Mister&Z's&Beverage 6508&Fleet&Ave
Sunoco 7025&Fleet&Ave
Metro&PCS 5001&Fleet&Ave
Cindy's&Flowers 6008&Fleet&Ave
Bican&Brothers&Funeral&Home 5215&Fleet&Ave
Fortuna&Funeral&Home 5316&Fleet&Ave
Slavic&Village&BiXRite&Market&LLC 6405&Fleet&Ave
Daisy's&Ice&Cream 5614&Fleet&Ave
Mitchell&Insurance&Svc 5806&Fleet&Ave
Fleet&Avenue&Super&Wash 6207&Fleet&Ave
Positive&Energy&Environmental 6700&Fleet&Ave
Slavic&Village&Animal&Hospital 5606&Fleet&Ave
Eveready&Printing 5729&Fleet&Ave
Fairchild&Printing 5807&Fleet&Ave
Re/Max&Haven&Realty 5717&Fleet&Ave
Hung&Fai&Carryout 5415&Fleet&Ave
SUBWAY 4901&Fleet&Ave
Roma&Mia&Pizza 5712&Fleet&Ave
Seven&Roses&Delicatessen 6301&Fleet&Ave
Red&Chimney 6501&Fleet&Ave
Polish&Village&Cuisine 6301&Fleet&Ave
Fleet&Bike&Shop 5002&Fleet&Ave
Kniola&Travel 5502&Fleet&Ave
Bills&Thrift 5603&Fleet&Ave
Carol's&Best&Buys 6608&Fleet&Ave
Slavic&Village&Shop 5514&Fleet&Ave
Accounting/tax
Accounting/tax
Accounting/tax
Attorney
Auto&parts
Auto&parts
Auto&Repair
Bar/Tavern/Wine&Bar
Barber/Salon
Barber/Salon
Barber/Salon
Barber/Salon
Child&Care
Child&Care
Clothing,&shoes&and&accessories
Convenience/Gas
Convenience/Gas
Convenience/Gas
Convenience/Gas
Convenience/Gas
Electronics
Florist
Funeral&services
Funeral&services
Grocery
Ice&Cream/Candy/Popcorn
Insurance
Laundry/Dry&Cleaning
Other&professional&services
Pet&Care
Printing&Svcs
Printing&Svcs
Real&Estate&Services
Restaurant&X&Fast&Service
Restaurant&X&Fast&Service
Restaurant&X&Pizza
Restaurant&X&Table&Service
Restaurant&X&Table&Service
Special&Food&Svcs
Sporting&Goods/Recreation
Travel&Svcs
Used&merchandise/antiques
Used&merchandise/antiques
Used&merchandise/antiques
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Project	  Approach	  	  In	  order	  to	  examine	  both	  the	  standard	  retail	  and	  the	  specialty	  retail	  environments,	  two	  separate	  studies	  were	  done,	  after	  a	  brief	  review	  of	  existing	  information.	  	  
Background	  Review.	  After	  inventorying	  businesses	  and	  reviewing	  existing	  documents,	  including	  background	  information	  on	  the	  neighborhood’s	  demographics	  and	  a	  market	  demographic	  analysis	  developed	  by	  Forest	  City	  in	  February	  of	  2015,	  a	  neighborhood	  profile	  was	  developed.	  	  Slavic	  Village	  Development	  conducted	  a	  survey	  of	  residents	  and	  visitors,	  which	  was	  administered	  during	  the	  weeks	  from	  March	  21	  to	  April	  5,	  2015;	  those	  results	  were	  summarized.	  A	  neighborhood	  tour,	  held	  at	  the	  project	  outset,	  was	  given	  by	  Slavic	  Village	  Development.	  	  
Standard	  Retail	  Analysis.	  For	  the	  standard	  retail	  analysis,	  competitors	  and	  the	  Slavic	  Village	  core	  areas	  were	  measured	  for	  approximate	  square	  footages,	  and	  compared	  using	  a	  gravity	  model	  to	  determine	  likely	  market	  area	  boundaries	  for	  the	  Slavic	  Village	  Primary	  Market	  Area.	  	  Further	  demographic	  analysis	  within	  that	  boundary	  area	  was	  summarized.	  	  Within	  the	  identified	  Primary	  Market	  Area,	  a	  more	  complete	  inventory	  of	  all	  businesses	  and	  square	  footages	  was	  completed,	  and	  used	  to	  develop	  a	  niche	  analysis	  of	  retail	  establishments,	  identifying	  gaps	  and	  opportunities.	  	  	  	  
Specialty	  Retail	  Analysis.	  For	  the	  specialty	  retail	  analysis,	  an	  analog	  approach	  was	  used.	  	  Five	  other	  Cleveland	  neighborhood	  commercial	  areas	  were	  chosen,	  and	  along	  with	  the	  two	  Slavic	  Village	  cores,	  were	  compared	  on	  the	  basis	  of	  specialty	  business	  niches,	  square	  footages,	  population,	  and	  available	  purchasing	  power.	  	  In	  addition,	  zip	  code	  datasets	  from	  three	  sources	  –	  the	  Tremont	  Arts	  Fair,	  the	  St.	  Stanislaus	  Polish	  Festival,	  and	  Third	  Federal	  Savings’	  employees,	  were	  examined	  to	  characterize	  the	  “outside	  market”	  in	  relation	  to	  residents	  who	  form	  the	  Primary	  Market.	  	  	  	  
A	  note	  on	  data	  and	  collection	  method.	  It	  should	  be	  noted	  that	  there	  was	  much	  detail	  involved	  in	  listing,	  measuring	  and	  characterizing	  all	  businesses	  in	  the	  Primary	  Market	  Area,	  and	  in	  the	  competitor	  shopping	  centers	  and	  comparison	  neighborhoods.	  	  It	  would	  have	  been	  impossible	  to	  visit	  and	  assess	  every	  business	  in	  the	  time	  frame	  given.	  	  As	  a	  result,	  a	  consistent	  measuring	  and	  reviewing	  approach	  was	  utilized,	  using	  Google	  maps	  and	  street	  view,	  crossed	  with	  web	  searches	  for	  business	  information	  and	  addresses,	  to	  approximate	  the	  first	  floor	  commercial	  square	  footages,	  both	  occupied	  and	  vacant,	  for	  each	  building,	  and	  to	  inventory	  the	  businesses.	  A	  windshield	  survey	  was	  done	  as	  a	  field	  check	  in	  the	  Slavic	  Village	  Primary	  Market	  Area.	  In	  order	  to	  use	  the	  same	  method	  for	  all	  buildings	  and	  businesses	  documented,	  so	  they	  could	  be	  compared,	  even	  the	  Slavic	  Village	  businesses	  were	  characterized	  in	  this	  way	  for	  this	  analysis.	  	  More	  detailed	  parcel-­‐by-­‐parcel	  inventory	  of	  Slavic	  Village	  businesses	  by	  a	  parallel	  student	  study	  has	  yielded	  a	  list	  of	  businesses	  and	  square	  footages	  that	  is	  likely	  more	  accurate	  for	  the	  Slavic	  Village	  core	  areas.	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Market	  Conditions	  	  
Zoning	  and	  Land	  Use.	  	  Zoning	  in	  the	  core	  areas	  is	  shown	  on	  Figure	  6.	  	  	  Both	  core	  areas	  are	  primarily	  zoned	  Local	  Retail	  Business,	  with	  two	  General	  Retail	  Business	  parcels	  on	  Broadway	  at	  Pershing.	  	  Broadway	  and	  Fleet	  commercial	  business	  areas	  are	  generally	  surrounded	  by	  residential	  areas	  zoned	  for	  one-­‐family	  and	  two-­‐family	  homes,	  with	  pockets	  of	  Semi-­‐Industry	  and	  Residence	  Industry	  in	  the	  vicinity.	  	  A	  large	  area	  of	  General	  Industry	  and	  Unrestricted	  Industry,	  representing	  heavy	  industrial	  manufacturing,	  is	  to	  the	  west.	  	  
Figure	  6:	  	  Core	  Area	  Zoning	  and	  Legend	  
	  
Source:	  	  City	  of	  Cleveland	  	  Local	  Retail	  Business	  districts	  allow	  uses	  similar	  to	  	  what	  would	  be	  found	  in	  a	  neighborhood	  retail	  area:	  	  	  small-­‐scale	  bakeries,	  groceries,	  hardware	  and	  book	  	  stores,	  furniture	  and	  household	  goods,	  etc.	  Professional	  	  offices	  are	  permitted.	  Laundry	  and	  personal	  services	  	  type	  businesses	  are	  generally	  limited	  to	  5	  employees.	  	  General	  Retail	  Business	  Districts	  allow	  a	  wider	  range	  of	  	  retail	  and	  services,	  including	  automotive	  repair	  and	  gas	  	  stations,	  	  print	  shops,	  office	  buildings,	  and	  light	  	  industrial	  shops.	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Both	  districts	  allow	  restaurants	  and	  dining	  facilities	  of	  all	  kinds.	  	  It	  does	  not	  appear	  that	  current	  zoning	  provides	  any	  conflicts	  with	  intended	  uses	  of	  the	  core	  areas.	  	  Future	  land	  uses	  proposed	  for	  the	  Broadway	  and	  Fleet	  Avenue	  core	  areas	  in	  the	  Cleveland	  2020	  Plan	  are	  shown	  in	  Figures	  7	  and	  8.	  	  The	  primary	  use	  type	  for	  both	  cores	  is	  “Mixed	  Use,	  Residential	  and	  Retail”,	  with	  some	  retail	  and	  institutional.	  	  Park	  areas	  include	  the	  Morgana	  Run	  Trail,	  expansion	  of	  park	  area	  at	  Regent	  Park,	  and	  retention	  of	  Barkwill	  Park.	  	  Townhomes	  and	  multi-­‐family	  development	  are	  proposed	  for	  the	  blocks	  on	  the	  east	  side	  of	  Broadway	  between	  McBride	  and	  Wendell.	  Institutional	  designations	  include	  schools	  and	  churches,	  the	  Boys	  and	  Girls	  Club,	  and	  the	  Bohemian	  National	  Hall.	  	  
Figure	  7:	  	  Cleveland	  2020:	  Future	  Land	  Use,	  Broadway	  Core	  Area,	  and	  Legend	  
	  	  
Figure	  8:	  	  Cleveland	  2020:	  	  Future	  Land	  Use,	  Fleet	  Avenue	  Core	  Area	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Figure	  9:	  Historic	  Districts	  and	  Landmarks,	  Broadway	  Core	  Area,	  and	  Legend	  
	  	  
Figure	  10:	  	  Fleet	  Avenue	  Historic	  Districts	  and	  Landmarks	  
	  
Source:	  	  City	  of	  Cleveland	  GIS	  	  
Historic	  and	  Design	  Review.	  	  Figures	  9	  and	  10	  show	  historic	  districts	  and	  landmarks	  in	  the	  Broadway	  and	  Fleet	  core	  areas.	  	  The	  Broadway/55th	  intersection	  has	  been	  designated	  both	  a	  National	  Historic	  Landmark	  and	  a	  Local	  Landmark	  District.	  	  Of	  the	  two,	  the	  Local	  Landmark	  District	  is	  more	  restrictive,	  requiring	  review	  by	  the	  Landmarks	  Commission	  prior	  to	  alteration	  of	  structures	  and	  facades.	  	  Additional	  buildings	  have	  been	  designated	  Individual	  Local	  Landmarks,	  especially	  noting	  Our	  Lady	  of	  Lourdes	  Church	  at	  the	  intersection	  of	  Broadway	  and	  55th,	  and	  the	  Bohemian	  National	  Hall	  at	  Broadway	  and	  Pershing.	  	  The	  only	  historic	  resource	  directly	  on	  Fleet	  is	  the	  St.	  John	  Nepomucene	  Catholic	  Church	  on	  the	  west	  end.	  	  A	  National	  Landmark	  District	  is	  nearby	  along	  East	  65th.	  	  (“Cleveland	  |	  GIS”	  2015)	  	  Figure	  11	  shows	  areas	  subject	  to	  Design	  Review	  in	  the	  core	  areas.	  	  Essentially	  all	  of	  the	  potential	  redevelopment	  area	  in	  both	  core	  areas	  is	  subject	  to	  review.	  	  This	  process	  involves	  review	  by	  the	  East	  Design	  Review	  Committee	  prior	  to	  issuance	  of	  a	  building	  permit.	  	  It	  applies	  to	  all	  development	  -­‐	  all	  new	  construction,	  and	  all	  alteration	  of	  existing	  building	  exteriors	  and	  structures.	  	  The	  historic	  landmark	  review	  takes	  precedence	  over	  general	  design	  review,	  where	  they	  both	  exist.	  	  More	  information,	  and	  review	  criteria,	  is	  included	  on	  the	  City’s	  design	  review	  web	  site.	  	  (“City	  of	  Cleveland	  Design	  Review”	  2015)	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Figure	  11:	  	  Design	  Review	  Overlay,	  Slavic	  Village	  core	  areas	  	  
	  
Source:	  City	  of	  Cleveland	  GIS	  	  
Liquor	  Licenses.	  	  As	  an	  urban	  community,	  the	  City	  of	  Cleveland	  has	  a	  large	  capacity	  for	  retail	  on-­‐site	  liquor	  sales;	  however	  many	  of	  the	  categories	  appear	  to	  be	  oversupplied.	  (Ohio	  Department	  of	  Commerce	  2015)	  It	  would	  be	  important	  for	  any	  future	  restaurant	  owners	  to	  research	  and	  understand	  the	  availability	  of	  liquor	  licenses	  as	  they	  evaluate	  business	  prospects	  in	  the	  core	  areas.	  	  
	  
Utilities	  services.	  All	  utilities	  are	  provided	  in	  the	  core	  areas.	  	  Of	  interest,	  a	  fiber	  optic	  network	  is	  provided	  under	  Broadway.	  	  
Floodplain.	  	  No	  flood	  hazard	  areas	  appear	  to	  be	  present	  within	  the	  core	  areas.	  	  (“Cuyahoga	  County	  Geographical	  Information	  Systems”	  2015)	  	  
Access	  and	  Visibility.	  	  The	  Broadway	  and	  Fleet	  Avenue	  cores	  enjoy	  direct	  access	  from	  the	  490	  and	  77	  freeways,	  respectively,	  with	  ramps	  at	  Broadway	  north	  of	  East	  49th,	  55th,	  and	  Fleet	  Avenue.	  	  Broadway	  is	  a	  direct	  connection	  on	  55th	  South	  from	  Cleveland.	  	  According	  to	  NOACA’s	  web	  site,	  2012	  Average	  Annual	  Daily	  Traffic	  on	  Broadway	  Avenue	  south	  of	  55th	  was	  10,750	  cars	  and	  780	  trucks.	  	  2012	  Average	  Annual	  Daily	  Traffic	  on	  Fleet	  Avenue	  was	  	  8,584	  cars	  and	  334	  trucks.	  (NOACA	  2015)	  	  
Schools,	  Parks	  and	  Trails.	  	  Slavic	  Village	  is	  uniquely	  positioned	  to	  be	  a	  family-­‐centered	  neighborhood,	  due	  to	  the	  presence	  of	  several	  strong	  schools,	  active	  youth	  programs,	  trails	  and	  parks	  and	  bikeways.	  	  These	  assets	  are	  reflected	  in	  the	  higher	  overall	  percentage	  of	  households	  with	  children	  in	  the	  neighborhood,	  in	  comparison	  to	  other	  urban	  neighborhoods.	  (see	  further	  discussion	  under	  Neighborhood	  Comparisons	  in	  this	  report).	  The	  Catholic	  Diocese	  provides	  education	  from	  preschool	  through	  high	  school	  in	  the	  neighborhood,	  with	  newly	  expanded	  and	  renovated	  Cleveland	  Central	  Catholic	  as	  the	  high	  school	  centerpiece.	  	  The	  neighborhood’s	  P-­‐16	  program,	  supported	  by	  Third	  Federal	  and	  other	  stakeholders,	  and	  providing	  focused	  academic,	  student/family,	  and	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entrepreneurship/workforce	  development	  support,	  demonstrates	  neighborhood	  commitment	  to	  investment	  in	  the	  public	  schools.	  	  	  The	  Broadway	  School	  of	  Music	  and	  the	  Boys	  and	  Girls	  club	  provide	  youth	  programming	  in	  the	  arts	  and	  other	  pursuits.	  	  	  	  The	  existing	  Morgana	  Run	  Trail,	  which	  runs	  through	  the	  area,	  connects	  to	  larger	  regional	  trails	  planned	  for	  the	  area.	  Designated	  bike	  routes,	  and	  the	  Fleet	  Avenue	  complete	  street	  improvement	  project,	  will	  enable	  bicyclists	  to	  navigate	  the	  neighborhood.	  	  Figures	  12,	  13	  and	  14	  show	  schools,	  bike	  connections,	  parks	  and	  trails	  in	  the	  vicinity	  of	  the	  two	  core	  areas.	  	  
Figure	  12:	  	  Schools	  and	  Bicycle	  Connections,	  Broadway	  Core	  area,	  and	  legend	  
	  
Source:	  City	  of	  Cleveland	  GIS	  	  
Figure	  13:	  	  Schools	  and	  Bicycle	  Connections,	  Fleet	  Core	  Area	  
	  
Source:	  	  City	  of	  Cleveland	  GIS	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Figure	  14:	  	  Parks	  and	  Bikeways,	  Slavic	  Village	  Core	   Areas	  
	  
Source:	  	  City	  of	  Cleveland	  GIS	  
	  
SURVEY	  FINDINGS	  	  Slavic	  Village	  Development	  conducted	  a	  survey	  of	  visitors	  and	  residents	  on	  paper	  during	  their	  annual	  meeting	  on	  March	  21,	  2015,	  and	  online	  for	  approximately	  two	  weeks	  afterwards.	  	  The	  following	  is	  a	  summary	  of	  key	  findings	  of	  the	  survey.	  	  Detailed	  results	  are	  available	  separately	  from	  this	  report.	  	  
Respondent	  facts:	  
• There	  were	  a	  total	  of	  32	  respondents,	  20	  female	  (65%),	  11	  male	  (35%),	  one	  no	  response.	  
• Most	  respondents	  (75%)	  were	  between	  35	  and	  64.	  
• 21	  (66%)	  live	  in	  Slavic	  Village.	  	  Other	  respondents	  came	  from	  Garfield	  Hgts/Newburg	  hgts,	  Brunswick,	  Strongsville,	  Independence,	  Cuyahoga	  Hgts/Newburg	  Hgts,	  Garfield	  Hgts/Valleyview,	  Mayfield	  Hgts/Richmond	  Hgts/Highland	  Hgts,	  Akron,	  and	  one	  came	  from	  Miami	  Florida.	  
• Respondees’	  income:	  	  27%	  below	  $50,000	  and	  another	  34%	  between	  50-­‐75,000.	  	  Of	  interest,	  22%	  were	  between	  $100-­‐200,000.	  	  6%	  fell	  between	  the	  two	  groups,	  at	  $75-­‐100,000.	  	  
How	  often	  they	  come	  to	  Slavic	  Village	  to	  shop,	  dine	  or	  visit:	  
• 64%	  more	  than	  once	  a	  week.	  
• 15%	  once	  a	  month	  
• 15%	  a	  few	  times	  a	  year	  
• only	  3%	  come	  for	  holidays	  only.	  	  
Shopping	  habits:	  
• 55%	  are	  likely	  to	  do	  their	  shopping	  in	  the	  evening	  
• 29%	  are	  likely	  to	  do	  it	  in	  the	  morning	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• 13%	  on	  their	  lunch	  break	  
• 59%	  are	  coming	  from	  home	  when	  they	  shop	  
• 28%	  are	  coming	  from	  work	  when	  they	  shop	  	  
What	  they	  would	  like	  to	  see	  improved:	  
• 42%	  cited	  more	  choices,	  19%	  cited	  safety/lighting;	  16%	  better	  quality	  goods;	  10%	  street	  environment/aesthetics.	  	  
Where	  they	  shop:	  a	  total	  of	  633	  responses	  were	  checked	  for	  major	  shopping	  areas	  in	  the	  vicinity.	  
• Overall.	  	  Steelyard	  Commons	  overall	  received	  21%,	  suburban	  Cuyahoga	  County	  received	  32%,	  and	  Harvard/Broadway	  received	  13%	  of	  all	  responses.	  	  Broadway	  Core	  received	  7%	  and	  Fleet	  Core	  received	  8%	  of	  all	  responses.	  	  Arbor	  Park	  Commons	  (40th/Quincy)	  received	  no	  responses,	  and	  Shaker	  Square	  received	  less	  than	  1%	  of	  responses.	  	  Cleveland	  Neighborhoods	  (Tremont,	  Ohio	  City,	  Downtown)	  received	  8%	  of	  responses.	  	  Slavic	  Village	  shopping	  overall	  (Fleet	  Core,	  Broadway	  
Core,	  Broadway	  Shoppes,	  Harvard/Broadway	  combined)	  totaled	  a	  third	  (33%)	  of	  all	  
responses.	  
• Groceries:	  	  Steelyard	  Commons	  and	  Cuyahoga	  Suburbs	  together	  dominate,	  with	  43%	  of	  the	  total	  grocery	  responses,	  and	  Broadway	  Shoppes	  had	  13%.	  	  Broadway	  and	  Fleet	  Cores	  drew	  14%	  of	  the	  responses	  combined.	  Slavic	  Village	  overall	  totaled	  
41%.	  
• Produce:	  	  Suburban	  Cuyahoga	  drew	  26%,	  Harvard/Broadway	  drew	  another	  20%,	  and	  another	  30%	  was	  roughly	  equally	  distributed	  between	  Broadway	  Shoppes,	  Steelyard	  Commons,	  and	  Cleveland	  Neighborhoods.	  	  Broadway/fleet	  Cores	  combined	  drew	  10%.	  Slavic	  Village	  overall	  totaled	  40%.	  
• Drugstore/Pharmacy:	  	  Harvard/Broadway	  drew	  26%,	  Broadway	  Core	  18%,	  and	  Fleet	  Core	  11%,	  totaling	  55%	  within	  Slavic	  Village.	  	  Suburban	  Cuyahoga	  County	  drew	  22%,	  and	  Steelyard	  Commons	  only	  drew	  9%.	  Turneytown	  and	  Broadway	  Shoppes	  together	  drew	  10%.	  Slavic	  Village	  overall	  totaled	  62%.	  
• Specialty	  Foods:	  	  Fleet	  Core	  dominated,	  drawing	  44%	  of	  responses	  in	  this	  category;	  Suburban	  Cuyahoga	  drew	  18%;	  and	  Harvard/Broadway	  and	  Cleveland	  Neighborhoods	  each	  drew	  11%.	  Slavic	  Village	  overall	  totaled	  67%.	  	  
• Restaurant	  Fast	  Service:	  	  Broadway	  Core	  drew	  20%,	  Broadway/Harvard	  20%,	  and	  Broadway	  Shoppes	  13%,	  totaling	  53%	  within	  Slavic	  Village.	  	  Suburban	  Cuyahoga	  and	  Steelyard	  Commons	  totaled	  28%	  together.	  Slavic	  Village	  overall	  totaled	  61%.	  	  
• Restaurant	  Table	  Service:	  	  Fleet	  Core	  drew	  12%,	  Harvard/Broadway	  10%,	  and	  Broadway	  Core/Broadway	  Shoppes	  another	  4%	  combined,	  for	  a	  total	  of	  26%	  within	  Slavic	  Village.	  	  Suburban	  Cuyahoga	  and	  Cleveland	  Neighborhoods	  dominated,	  with	  33%	  and	  24%	  respectively.	  	  Steelyard	  Commons	  drew	  9%,	  and	  Shaker	  Square	  drew	  3%.	  Slavic	  Village	  overall	  totaled	  24%.	  
• Bars/Taverns:	  	  Cleveland	  Neighborhoods,	  Harvard/Broadway,	  and	  Suburban	  Cuyahoga	  were	  roughly	  even,	  with	  33%,	  23%,	  and	  28%	  respectively.	  	  Steelyard	  Commons	  drew	  8%.	  	  Fleet	  Core	  and	  Broadway	  Core	  drew	  about	  5%	  combined.	  	  The	  
total	  within	  Slavic	  Village	  was	  28%.	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• Household	  Cleaning	  Supplies.	  	  Steelyard	  Commons	  and	  Cuyahoga	  suburbs	  combined	  drew	  56%;	  Harvard/Broadway	  was	  20%,	  and	  Broadway	  Shoppes	  drew	  12%.	  	  Slavic	  Village	  overall	  drew	  38%.	  
• All	  other	  goods.	  	  Steelyard	  Commons/Cuyahoga	  County	  suburbs	  combined	  dominated	  the	  remainder	  of	  the	  categories,	  including	  Clothing	  (87%	  combined),	  Gifts	  (72%),	  Office/School	  Supplies	  (79%),	  Small	  Appliances	  (91%),	  Household	  Furnishings	  (86%),	  Books	  (95%),	  and	  other	  needs	  (71%).	  Slavic	  Village	  overall	  
totals	  were:	  clothing	  (3%),	  gifts	  (16%),	  office/school	  supplies	  (18%),	  small	  appliances	  
(6%),	  household	  furnishings	  (11%),	  books	  (0%),	  and	  other	  needs	  (29%).	  	  	  
Conclusions:	  
• The	  respondent	  group	  was	  small,	  at	  32	  people.	  	  	  
• Respondents	  generally	  represented	  the	  decision	  makers	  in	  multi-­‐person	  households;	  respondents	  were	  predominantly	  female,	  ages	  35	  to	  64.	  
• The	  majority	  (61%)	  of	  respondents’	  household	  incomes	  were	  below	  $75,000;	  and	  almost	  half	  of	  these	  were	  below	  $50,000.	  	  However	  22%	  were	  between	  $100-­‐200,000.	  
• Two-­‐thirds	  of	  respondents	  live	  in	  Slavic	  Village;	  a	  quarter	  come	  from	  suburbs	  surrounding	  Slavic	  Village.	  	  6%	  come	  from	  outside	  the	  area	  (Akron/Florida).	  
• As	  expected,	  given	  their	  residence	  locations,	  two-­‐thirds	  of	  respondents	  are	  in	  Slavic	  Village	  more	  than	  once	  a	  week.	  	  Of	  interest,	  the	  remaining	  respondents	  are	  there	  at	  least	  a	  few	  times	  a	  year.	  
• People	  do	  a	  lot	  of	  their	  daily	  shopping	  (groceries,	  produce,	  drugstore	  items,	  household	  cleaning	  supplies)	  in	  Slavic	  Village	  overall	  –	  from	  38%	  to	  62%	  depending	  on	  the	  category.	  	  While	  this	  includes	  Harvard/Broadway,	  it	  does	  indicate	  a	  strong	  interest	  in	  shops	  that	  are	  immediately	  accessible;	  this	  characteristic	  can	  be	  seen	  as	  a	  strength.	  	  
• Food	  and	  taverns	  similarly	  are	  sought	  robustly	  within	  the	  neighborhood	  –	  around	  ¼	  of	  responses	  for	  table	  service	  restaurants	  and	  taverns,	  and	  two-­‐thirds	  for	  specialty	  foods	  and	  fast	  service	  restaurants.	  	  This	  represents	  a	  strength	  of	  the	  neighborhood.	  
• More	  durable	  and	  lifestyle	  goods	  (clothing,	  shoes,	  appliances,	  books,	  etc)	  are	  predominantly	  sought	  in	  large	  regional	  shopping	  areas	  –	  Steelyard	  Commons	  and	  Suburban	  Cuyahoga	  centers	  –	  mostly	  likely	  due	  to	  the	  wider	  range	  of	  choice	  and	  perceived	  quality	  in	  those	  areas.	  	  
• The	  strong	  role	  of	  Cleveland	  Neighborhoods	  in	  dining,	  taverns,	  and	  shopping	  for	  fresh	  produce	  and	  specialty	  foods,	  indicates	  that	  there	  could	  be	  increased	  capacity	  for	  Slavic	  Village	  core	  areas,	  if	  they	  become	  one	  of	  those	  identified	  Cleveland	  Neighborhoods	  in	  the	  future.	  	  This	  is	  supplemented	  by	  Broadway	  Core,	  Fleet	  Core,	  and	  Cleveland	  Neighborhoods	  each	  drawing	  5%	  of	  gift	  shopping	  responses.	  	  	  
• For	  Slavic	  Village	  to	  become	  a	  Cleveland	  Neighborhood	  with	  similar	  draws	  would	  likely	  involve	  improving	  quality	  and	  choice	  (more	  shops);	  and	  improving	  the	  shopping	  environment	  (street	  aesthetics/safety/lighting).	  
• Since	  people	  are	  most	  likely	  to	  do	  their	  shopping	  in	  the	  evening,	  with	  morning	  shopping	  the	  next	  most	  important,	  it	  is	  important	  for	  shops	  to	  have	  both	  morning	  and	  evening	  hours.	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MARKET	  ANALYSIS	  
Community	  Facts	  	  The	  Slavic	  Village	  neighborhood	  is	  one	  of	  the	  City	  of	  Cleveland’s	  30	  Statistical	  Planning	  Areas	  (SPA),	  known	  by	  the	  City	  as	  “Broadway-­‐Slavic	  Village”.	  	  The	  City	  has	  collected	  basic	  data	  about	  the	  SPA,	  summarized	  in	  the	  following	  table.	  Household	  information	  is	  especially	  important	  for	  retail	  market	  analysis,	  since	  households	  are	  the	  basic	  consumer	  unit	  that	  makes	  choices	  about	  where	  to	  spend	  household	  income.	  	  Further	  information	  is	  included	  in	  the	  neighborhood	  comparison	  later	  in	  this	  report.	  	  	  	  A	  total	  resident	  population	  of	  22,432	  residents	  comprises	  9,024	  households,	  most	  of	  which	  (58%)	  are	  family	  households	  (more	  than	  one	  person).	  	  Of	  interest,	  35%	  of	  households	  in	  the	  neighborhood	  are	  householders	  living	  alone,	  and	  34%	  have	  persons	  under	  18	  present.	  Of	  the	  households	  with	  their	  own	  children	  under	  18	  present,	  61%	  are	  single	  mother-­‐headed	  households.	  (City	  of	  Cleveland	  2015)	  	  
Table	  1:	  	  Broadway-­‐Slavic	  Village	  Neighborhood	  Facts	  
	  
Data	  source:	  	  US	  Census	  2014	  5-­‐year	  estimates,	  via	  City	  of	  Cleveland	  SPA	  Neighborhood	  Fact	  Sheets	  
Demographic	  Study	  	  Forest	  City	  prepared	  a	  demographic	  analysis	  for	  the	  Slavic	  Village	  area	  in	  February	  of	  2015.	  	  It	  is	  largely	  based	  on	  analysis	  by	  ESRI’s	  Business	  Information	  Systems	  division.	  	  An	  analysis	  was	  done	  of	  population,	  worker,	  and	  household	  characteristics	  within	  a	  distance	  radius	  (1,	  3,	  and	  5-­‐mile)	  and	  a	  drive	  time	  radius	  (5,	  7	  and	  10	  minutes).	  The	  study	  largely	  focuses	  on	  buying	  capacity	  for	  standard	  retail	  products	  and	  services,	  such	  as	  might	  be	  found	  at	  a	  neighborhood	  strip	  shopping	  center	  or	  mall.	  Of	  note,	  this	  analysis	  assumes	  that	  Silverman’s,	  a	  30,000	  square	  foot	  general	  merchandise	  store	  in	  the	  neighborhood,	  is	  still	  operating.	  	  
Characteristic Number Percent
Total Population 22,432 100%
Total Households 9,024 100%
1-person Households 3,191 35%
Family Households 5,205 58%
Non-Family Households 3,818 42%
Households with Children under 18 3,099 34%
Households with persons 60 and over 2,404 27%
Family Households with own children under 18 2,695 100%
Husband-Wife Present 755 28%
Male Householder, no Wife present 297 11%
Female Householder, no Husband present 1,643 61%
Median Household Income $26,304
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Population	  within	  Distance	  Radius:	  While	  the	  average	  resident	  household	  incomes	  are	  well	  below	  the	  national	  average,	  there	  are	  a	  couple	  of	  key	  points	  worth	  noting.	  The	  population	  within	  3	  miles	  is	  106,000,	  with	  a	  daytime	  population	  of	  72,000.	  	  The	  largest	  employment	  sector	  has	  white	  collar	  jobs,	  implying	  higher	  education	  and	  income	  levels.	  Within	  one	  mile	  41.5%	  of	  total	  employment	  is	  classified	  as	  “white	  collar”,	  two	  miles	  40.7%	  and	  three	  miles	  44.9%.	  Within	  the	  3-­‐mile	  radius,	  22%	  (7,770)	  have	  management,	  business,	  financial,	  or	  professional	  positions.	  18.4%	  (8,184)	  of	  the	  residential	  households	  earn	  $50,000+	  and	  7.8%	  (3,469)	  households	  earn	  $75,000+.	  	  Of	  note,	  within	  the	  3-­‐mile	  radius,	  over	  25%	  of	  households	  do	  not	  have	  cars.	  	  This	  opens	  up	  a	  larger	  opportunity	  for	  local	  shopping,	  as	  a	  car	  is	  required	  for	  access	  to	  Steelyard	  Commons	  and	  Cuyahoga	  County	  suburban	  shopping	  areas.	  	  
Drive	  Time	  Radius:	  	  As	  with	  the	  radius	  ring	  demographics,	  the	  average	  household	  incomes	  are	  well	  below	  the	  national	  average,	  but	  there	  are	  a	  couple	  of	  key	  points	  worth	  noting.	  The	  largest	  employment	  sector	  has	  white	  collar	  jobs.	  Within	  five	  minutes,	  white	  collar	  jobs	  represent	  39.4%	  of	  employment,	  seven	  minutes	  40.8%	  and	  ten	  minutes	  45.1%.	  Within	  ten	  minutes,	  21.5%	  (9,010)	  have	  management,	  business,	  financial,	  or	  professional	  positions.	  20.8%	  (10,302)	  of	  the	  households	  earn	  $50,000+	  and	  8.9%	  (4,408)	  households	  earn	  $75,000+.	  	  
Spending	  Capacity.	  	  The	  resident	  population	  of	  the	  area	  spends	  well	  below	  the	  national	  average	  in	  all	  categories.	  	  The	  Spending	  Potential	  Index	  (ESRI)	  within	  3	  miles	  ranges	  from	  23	  to	  57	  across	  all	  products	  and	  services	  (national	  average	  household	  spending	  has	  an	  index	  of	  100).	  	  The	  one	  exception	  is	  “apparel	  products	  and	  services”	  at	  79.	  Products/services	  over	  an	  SPI	  of	  50	  include	  video	  game	  hardware/software;	  smoking	  products;	  housekeeping	  supplies;	  and	  dating	  services.	  	  
Dominant	  Resident	  Household	  Types.	  
• Within	  1	  mile	  and	  2	  mile	  radius,	  “Hardscrabble	  Road”	  households	  dominate	  (57.8%	  and	  32.2%).	  	  These	  are	  younger,	  family	  households	  with	  only	  half	  the	  median	  national	  income,	  and	  1/3	  are	  in	  poverty.	  	  Employment	  is	  service	  and	  manufacturing	  jobs.	  Unemployment	  is	  twice	  the	  national	  rate	  (16.6%).	  Customers	  are	  cost-­‐conscious	  and	  prefer	  fast	  food.	  
• At	  the	  2-­‐mile	  radius,	  “City	  Commons”	  households	  come	  next,	  at	  28.9%.	  	  They	  are	  younger,	  urban	  households	  primarily	  single	  parents	  and	  singles.	  	  Unemployment	  is	  very	  high	  at	  24%.	  	  Nearly	  24%	  receive	  some	  sort	  of	  assistance.	  Baby	  and	  children’s	  products	  are	  primary	  purchases;	  fast	  food	  restaurants	  are	  patronized;	  fashion	  clothing	  is	  important;	  price	  is	  very	  important,	  with	  preference	  for	  buying	  clubs	  and	  warehouse	  stores.	  
• At	  the	  3-­‐mile	  radius,	  the	  predominant	  household	  type	  shifts	  to	  “Modest	  Income	  Homes”	  at	  31.6%.	  	  These	  are	  traditional	  and	  non-­‐traditional	  families	  with	  strong	  religious	  faith,	  who	  may	  be	  caring	  for	  elderly	  family	  members.	  	  Income	  is	  less	  than	  half	  the	  national	  average,	  and	  over	  a	  third	  are	  in	  poverty.	  	  Savings	  are	  focused	  on	  specific	  purchases,	  and	  most	  shopping	  is	  done	  at	  price	  clubs	  and	  warehouse	  stores.	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• These	  three	  household	  types	  dominate	  the	  area	  within	  10	  minutes’	  drive	  and	  a	  3-­‐mile	  radius.	  
	  
Retail	  Demand	  and	  Surplus.“Leakages”	  are	  areas	  where	  customers	  go	  outside	  the	  market	  area	  for	  goods,	  presumably	  because	  they	  are	  not	  available	  within	  the	  market	  area.	  	  Strong	  leakages	  include	  most	  categories,	  and	  are	  seen	  as	  opportunities	  for	  mainstream	  retail.	  	  Weaker	  leakages	  include	  full-­‐service	  restaurants,	  auto	  parts	  stores,	  and	  health/personal	  care	  stores.	  	  
“Surpluses”	  are	  categories	  where	  stores	  in	  the	  market	  area	  are	  selling	  more	  than	  households	  would	  normally	  buy,	  presumably	  because	  sales	  are	  being	  drawn	  in	  from	  outside	  the	  area.	  	  Surpluses	  include	  furniture	  and	  home	  furnishings,	  and	  building	  materials	  and	  garden	  supply.	  Weaker	  surpluses	  include	  beer/wine/liquor	  stores,	  gas	  stations,	  and	  limited	  service	  eating	  places.	  	  Based	  on	  this	  approach,	  “retail	  gaps”,	  where	  there	  are	  opportunities	  for	  growth	  due	  to	  leakage,	  are	  addressed	  at	  the	  distance	  level.	  	  Gaps	  at	  the	  one-­‐mile	  level	  include	  grocery,	  electronics/appliance,	  clothing	  and	  shoes,	  sporting	  goods/hobby/music/books,	  and	  general	  merchandise	  (Walmart,	  Dollar	  Stores	  and	  drugstores).	  Retail	  surpluses	  (negative	  retail	  gaps),	  where	  there	  are	  few	  opportunities	  for	  growth,	  include	  not	  surprisingly	  building	  and	  garden	  materials	  and	  supplies,	  and	  limited-­‐service	  restaurants.	  	  
Retail	  gaps	  at	  the	  3-­‐mile	  level	  include	  sporting	  goods/hobbies/books,	  shoes,	  grocery,	  general	  merchandise,	  and	  electronic	  goods/appliances.	  	  Retail	  surpluses	  are	  larger,	  including	  all	  restaurants,	  clothing,	  and	  building/garden	  materials	  and	  supplies.	  (The	  two	  mile	  gaps	  fall	  somewhere	  in	  between	  the	  one-­‐mile	  and	  3-­‐mile.)(Forest	  City	  Development	  2015)	  	  
The	  Standard	  Retail	  Market	  	  
Competitors	  and	  the	  PMA	  Boundary.	  	  Table	  2	  shows	  the	  primary	  retail	  competitors	  with	  influence	  on	  the	  Slavic	  Village	  neighborhood,	  and	  Figure	  15	  locates	  them	  on	  a	  map.	  	  Using	  a	  gravity	  model,	  based	  on	  the	  relative	  distances	  and	  square	  footages	  of	  the	  competitor	  shopping	  areas	  in	  relation	  to	  the	  Broadway	  and	  Fleet	  core	  area	  shopping	  districts,	  a	  boundary	  was	  drawn	  that	  demarcates	  the	  Slavic	  Village	  Primary	  Market	  Area.	  As	  noted	  above,	  the	  intersection	  of	  Union	  and	  Broadway	  was	  used	  as	  the	  gravity	  center	  for	  the	  Slavic	  Village	  cores.	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Table	  2:	  	  Slavic	  Village	  Core	  Shopping	  Areas	  and	  Competitors	  
	  
Source:	  	  CSU	  CCPD	  	  
Figure	  15:	  	  Slavic	  Village	  Primary	  Market	  Area	  Map	  
	  
Source:	  	  CSU	  CCPD	  	  
Primary	  Market	  Area	  Characteristics	  	  Table	  3	  show	  the	  basic	  characteristics	  of	  the	  population	  within	  the	  primary	  market	  area	  (PMA).	  	  This	  is	  the	  population	  and	  households	  that	  are	  defined	  by	  the	  gravity	  analysis	  as	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most	  likely	  to	  shop	  within	  the	  core	  areas.	  	  The	  mean	  household	  income	  is	  used	  to	  calculate	  the	  total	  purchasing	  power	  in	  the	  PMA,	  and	  is	  used	  in	  the	  niche	  analysis	  described	  below.	  	  
Table	  3:	  Primary	  Market	  Area	  Population	  Characteristics	  
	  
Source:	  	  US	  Census,	  2013;	  CSU	  CCPD	  
	  
Table	  4:	  	  Businesses	  in	  the	  PMA	  
	  
Source:	  	  CSU	  CCPD	  
	  Businesses	  in	  the	  PMA	  are	  notable	  for	  the	  large	  quantity	  of	  business	  activity	  which	  resides	  outside	  the	  core	  areas.	  	  Most	  of	  these	  are	  spread	  along	  Broadway,	  Union	  and	  Harvard,	  and	  include	  chain	  convenience	  and	  general	  merchandise	  stores	  including	  drugstores,	  chain	  restaurants,	  convenience	  stores,	  and	  neighborhood	  goods	  stores	  such	  as	  grocery	  stores.	  It	  is	  interesting	  that	  these	  are	  established	  and	  patronized,	  in	  light	  of	  the	  competitors	  noted	  earlier	  that	  are	  large	  and	  just	  outside	  the	  primary	  market	  area,	  such	  as	  Steelyard	  Commons	  and	  Turneytown.	  	  It	  is	  clear	  that	  Slavic	  Village	  residents	  (and	  perhaps	  workers	  in	  the	  area	  as	  well)	  prefer	  to	  shop	  locally	  for	  much	  of	  their	  daily	  expenditure.	  	  Also	  of	  note	  is	  the	  large	  number	  of	  home	  businesses	  that	  appear	  to	  be	  operating	  in	  the	  area.	  	  These	  were	  sourced	  from	  Reference	  USA,	  and	  are	  not	  confirmable	  via	  windshield	  survey,	  but	  would	  be	  worth	  exploring	  over	  time.	  	  A	  full	  inventory	  is	  being	  supplied	  to	  Slavic	  Village	  Development	  for	  their	  use.	  
	  
Capture	  Rate	  Groups.	  	  One	  of	  the	  most	  important	  inputs	  to	  the	  niche	  analysis	  is	  the	  assumption	  of	  capture	  rate:	  	  if	  a	  household	  can	  be	  expected	  to	  spend	  X	  dollars	  on	  clothing	  during	  a	  year,	  how	  much	  of	  that	  would	  be	  spent	  in	  Slavic	  Village	  vs.	  elsewhere?	  	  For	  this	  analysis,	  recognizing	  that	  we	  need	  to	  identify	  both	  the	  existing	  and	  possible	  future	  demand	  in	  a	  revitalized	  neighborhood,	  we	  developed	  two	  sets	  of	  capture	  rates,	  and	  used	  them	  to	  show	  the	  niche	  analysis	  for	  both	  scenarios:	  	  existing	  and	  potential	  future.	  	  This	  is	  not	  an	  exact	  science,	  given	  the	  data	  that	  we	  have	  at	  the	  present	  time.	  	  It	  is	  hoped	  that	  in	  the	  future	  we	  will	  be	  able	  to	  collect	  more	  information	  for	  both	  residents	  and	  outside	  customers	  to	  enable	  us	  to	  set	  capture	  rates	  more	  confidently.	  	  
Broadway Core 36 175,750 115,450 39.60% 3
Fleet Ave Core 43 91,600 61,375 40.10% 7
Total in Core Areas 79 267,350 176,825 39.80% 10
Remaining in PMA 151 533,250 158
Total 230 800,600
Retail Business Characteristics
Established 
Businesses
Vacant 
Square Feet
Vacancy 
Rate
Additional: 
Home 
Businesses
Occupied Square 
Feet
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Capture	  rates	  for	  the	  two	  scenarios	  are	  shown	  in	  Table	  4.	  	  Results	  from	  the	  survey	  were	  used	  to	  generate	  the	  existing	  situation:	  people	  who	  live	  in	  Slavic	  Village	  do	  a	  lot	  of	  their	  daily/weekly	  shopping	  in	  the	  neighborhood.	  	  Capture	  rate	  for	  neighborhood	  residents	  was	  set	  at	  50%	  for	  those	  goods	  –	  about	  in	  the	  middle	  of	  the	  30-­‐65%	  range	  given	  in	  the	  survey.	  	  For	  other	  goods,	  it	  is	  assumed	  about	  25%	  of	  household	  expenditures	  in	  each	  category	  would	  be	  spent	  in	  Slavic	  Village.	  	  Outside	  customer	  capture	  is	  calculated	  based	  on	  a	  percentage	  of	  the	  resident	  expenditure.	  	  So,	  if	  residents	  would	  spend	  $50,000	  per	  year	  on	  a	  good	  or	  service,	  then	  outside	  customers	  might	  spend	  300%	  of	  that	  (for	  restaurants),	  representing	  about	  3	  outside	  customers	  for	  every	  resident	  customer;	  or	  they	  might	  spend	  ¼	  of	  that	  (for	  pharmacy	  goods),	  representing	  about	  4	  residents	  for	  every	  outside	  customer.	  	  
Table	  5:	  	  Capture	  Rate	  Groups	  
	  	  
Retail	  Niche	  Analysis.	  	  Capture	  rate	  groups,	  along	  with	  household	  buying	  power	  adjusted	  to	  the	  2015	  and	  2018	  years	  per	  the	  Consumer	  Price	  Index,	  are	  combined	  with	  data	  about	  typical	  household	  expenditures	  on	  various	  goods	  and	  services	  to	  arrive	  at	  a	  niche	  analysis	  of	  square	  footage	  that	  could	  be	  supported	  in	  the	  market	  area	  (demand).	  	  Information	  about	  the	  square	  footage	  currently	  available	  (supply)	  is	  then	  factored	  in	  to	  identify	  the	  gaps	  in	  supply	  that	  could	  be	  supported	  in	  the	  two	  time	  frames,	  as	  shown	  in	  Tables	  5	  through	  8,	  for	  the	  2015	  and	  2018	  scenarios.	  	  Again,	  we	  assume	  that	  the	  2015	  year	  is	  the	  existing	  scenario,	  and	  the	  2018	  year	  envisions	  Slavic	  Village	  as	  a	  destination	  specialty	  retail	  area.	  	  	  	  As	  a	  final	  step	  in	  the	  niche	  analysis,	  average	  sizes	  of	  different	  store	  types	  are	  used	  to	  estimate,	  for	  convenience,	  the	  number	  of	  stores	  that	  could	  be	  supported.	  However,	  given	  the	  typically	  smaller	  size	  of	  businesses	  in	  a	  neighborhood,	  both	  the	  supported	  square	  footage	  and	  the	  number	  of	  stores	  should	  be	  examined.	  	  Niche	  analysis	  tables	  are	  given	  on	  the	  following	  pages,	  followed	  by	  a	  summary	  of	  findings	  across	  all	  tables.	  
2015%Existing%Scenario 2018%Future%Scenario
PMA%Residents
Outside%
Customers:%
multiplier%of%
residents%(1)
PMA%
Residents
Outside%
Customers%
Multiplier
Grocery'Stores,'Pharmacies,'and'
Gas/Convenience 50% 50% 50% 50%
Restaurants'and'Specialty'Foods 50% 300% 50% 300%
Fast'Food 50% 300% 50% 300%
Bars'and'Taverns 25% 100% 50% 300%
Health'Care'and'Personal'Products 50% 0% 50% 0%
Florists 25% 300% 50% 300%
Miscellaneous'Retail 50% 100% 50% 100%
Dollar'and'Discount'Stores 50% 100% 50% 100%
Books,'Music,'Gifts,'Novelties;'used'
merchandise,'bakery 25% 100% 50% 100%
Office'Supplies 25% 100% 50% 100%
Household'Appliances 25% 0% 25% 0%
Buliding'Materials 25% 50% 50% 50%
Automotive'Parts 25% 100% 50% 50%
Warehouse'Clubs'and'Supercenters 0% 0% 0% 0%
All'other'goods/services 25% 0% 50% 0%
Notes:
(1)''Proportion'of'resident'expenditures'to'be'added'to'total
Capture%Rate%Groups
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Table	  5:	  	  Retail	  Stores	  Niche	  Analysis,	  2015,	  Existing	  Scenario	  
	  
Source:	  	  CSU	  CCPD	  
	  
	  
	  
	   	  
Category
Special(Food(Services
Specialty(Food(Stores
Other(miscellaneous(retailers
Discount(Department(Stores
Jewelry(Stores
Shoe(Stores
Books,(periodicals,(and(music
Other(home(furnishings(stores
Gift,(novelty(and(souvenir
Other(Building(Materials
Paint/Wallpaper
Hardware
Computer/software(stores
Hobby,(Toy(and(Game(Stores
Sewing,(Fabric(and(Crafts(Stores
Floor(covering(stores
Other(health(and(personal(care(products
Luggage(and(Leather(Goods
Warehouse(Clubs(and(Supercenters
Household(Appliances
Beer,(wine(and(liquor(stores
Sporting(Goods(and(Bicycles
Used(merchandise/antiques/vintage
HH(Office(supplies/stationery
Retail(Bakeries
Clothing(Stores
Florists
Pharmacies(and(Drug(Stores
Full(Service(Restaurants
Building/Garden(Materials/supplies
Grocery(Stores
Furniture(Stores
Automotive(Parts/Accessories/Tires
Electronics/TV
Bars(and(Taverns
Limited(Service(Restaurants((Fast(Food)
Convenience/Gas(station
All(other(General(Merchandise(Stores
Total Gap 
in SF 
Needed
4880
3091
3047
12126
591
893
844
650
472
374
262
1226
528
291
96
183
148
65
0
Z2996
Z642
Z3601
Z1811
Z4089
Z1255
Z19035
Z3494
Z28228
Z9868
Z15992
Z127947
Z19445
Z33711
Z20457
Z14401
Z18937
Z27346
Z47510
Total No. 
Stores 
Needed
4.88
2.06
1.52
1.21
0.59
0.45
0.42
0.33
0.24
0.22
0.13
0.12
0.11
0.10
0.06
0.06
0.05
0.04
0.00
Z0.30
Z0.32
Z0.36
Z0.60
Z0.68
Z0.84
Z1.90
Z2.33
Z2.82
Z3.29
Z5.33
Z6.40
Z6.48
Z6.74
Z6.82
Z7.20
Z7.57
Z10.94
Z11.88
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Table	  6:	  	  Consumer	  Services	  Niche	  Analysis,	  2015,	  Existing	  Scenario	  
	  
Source:	  CSU	  CCPD	  	  
	   	  
Category
Computer)Systems
Financial)Services/Insurance
Other)Arts/Entertainment/Recreation
Misc.)Repair
Fitness)and)Health)Clubs
Cinemas
Pet)Care
Photography
Bowling
Radio/Television/Electronic)repair
Travel)Agencies
Funeral/Burial)Svcs
Real)Estate
Laundromat/Dry)Cleaning
Legal)Services
Barber/Beauty/Unisex
Other)Services
Daycare/Nursery
Automotive)Repair
Tax)Preparation/Accounting
Total+Gap+
in+SF+
Needed
737
833
1717
209
516
287
S733
S986
S9918
S4079
S5302
S16663
S2873
S5843
S6659
S10879
S19110
S52249
S50036
S16710
Total+No.+
Stores+
Needed
0.74
0.42
0.17
0.12
0.10
0.03
S0.32
S0.55
S0.99
S1.36
S2.65
S2.78
S2.87
S2.92
S6.66
S7.25
S9.55
S10.45
S20.01
S23.87
	  	   29	  
Table	  7:	  	  Retail	  Stores	  Niche	  Analysis,	  2018	  Scenario,	  Future	  Opportunities	  
	  
Source:	  CSU	  CCPD	  	  
	   	  
Category
RETAIL/FOOD3SERVICE3SALES
Special(Food(Services
Full(Service(Restaurants
Specialty(Food(Stores
Other(miscellaneous(retailers
Discount(Department(Stores
Jewelry(Stores
Beer,(wine(and(liquor(stores
Shoe(Stores
Books,(periodicals,(and(music
Used(merchandise/antiques/vintage
Other(home(furnishings(stores
Gift,(novelty(and(souvenir
Other(Building(Materials
Paint/Wallpaper
Hardware
Computer/software(stores
Hobby,(Toy(and(Game(Stores
Sewing,(Fabric(and(Crafts(Stores
Floor(covering(stores
Luggage(and(Leather(Goods
Other(health(and(personal(care(products
Warehouse(Clubs(and(Supercenters
Sporting(Goods(and(Bicycles
Household(Appliances
HH(Office(supplies/stationery
Clothing(Stores
Retail(Bakeries
Florists
Pharmacies(and(Drug(Stores
Automotive(Parts/Accessories/Tires
Building/Garden(Materials/supplies
Furniture(Stores
Grocery(Stores
Electronics/TV
Bars(and(Taverns
Convenience/Gas(station
All(other(General(Merchandise(Stores
Limited(Service(Restaurants((Fast(Food)
TOTAL
Total Gap 
in SF 
Needed
10759
7238
3091
3047
12125
1183
2217
1786
1689
2504
1300
944
561
525
2451
1056
581
192
367
130
148
0
Z2952
Z2996
Z2177
Z5792
Z1010
Z2987
Z31486
Z18369
Z12739
Z16141
Z127948
Z19415
Z13702
Z27346
Z46313
Z33932
Total No. 
Stores 
Needed
10.76
2.41
2.06
1.52
1.21
1.18
1.11
0.89
0.84
0.83
0.65
0.47
0.33
0.26
0.25
0.21
0.19
0.13
0.12
0.09
0.05
0.00
Z0.30
Z0.30
Z0.36
Z0.58
Z0.67
Z1.99
Z3.15
Z3.67
Z4.25
Z5.38
Z6.40
Z6.47
Z6.85
Z10.94
Z11.58
Z13.57
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Table	  8:	  	  Consumer	  Services	  Niche	  Analysis,	  2018	  Scenario,	  Future	  Opportunities	  
	  
Source:	  	  CSU	  CCPD	  	  Findings	  from	  the	  Niche	  Analysis	  can	  be	  summarized	  as	  follows:	  	  
Existing	  Scenario	  
• Special	  food	  services	  (catering),	  restaurants,	  beer,	  wine	  and	  liquor	  stores,	  jewelry,	  and	  discount	  department	  stores	  all	  are	  supported	  at	  least	  modestly.	  	  	  
• Of	  interest,	  a	  “discount	  department	  store”	  typically	  describes	  a	  store	  that	  is	  similar	  to	  Kmart	  or	  Silverman’s,	  a	  former	  Slavic	  Village	  local	  store	  of	  that	  category.	  
• However,	  all	  general	  merchandise	  categories	  (warehouses	  and	  supercenters,	  discount	  department	  stores,	  and	  all	  other	  general	  merchandise)	  need	  to	  be	  seen	  as	  a	  whole,	  and	  considered	  carefully,	  given	  the	  saturation	  of	  the	  market	  by	  Walmarts	  and	  other	  big	  box	  stores.	  Pharmacies	  and	  drugstores	  can	  also	  be	  considered	  to	  be	  in	  this	  category.	  
• 	  Categories	  that	  show	  to	  have	  an	  overabundance	  include	  general	  merchandise,	  fast	  food	  restaurants,	  bars	  and	  taverns,	  automotive	  parts,	  electronics,	  grocery,	  and	  furniture	  stores.	  
• Consumer	  services	  that	  could	  be	  explored	  include	  health	  and	  fitness	  clubs,	  financial	  services,	  and	  computer	  services.	  	  	  
• Several	  consumer	  services	  appear	  to	  be	  in	  oversupply,	  including	  auto	  service,	  daycare,	  tax	  preparation,	  and	  barber	  services.	  	  It	  is	  important	  to	  note	  that	  the	  table	  is	  developed	  based	  on	  data	  on	  average	  American	  family	  expenditures.	  	  Keeping	  in	  mind	  the	  unique	  qualities	  of	  the	  Slavic	  Village	  neighborhood,	  these	  services	  may	  be	  well	  supported	  here,	  even	  though	  they	  do	  not	  stand	  up	  against	  national	  averages.	  	  In	  addition,	  some	  services	  (such	  as	  barber,	  tax	  accounting,	  auto	  repair)	  may	  be	  attracting	  a	  large	  customer	  base	  from	  outside	  the	  PMA	  who	  work	  in	  the	  area	  and	  find	  doing	  business	  here	  convenient.	  
Category
Financial'Services/Insurance
Misc.'Repair
Computer'Systems
Other'Arts/Entertainment/Recreation
Real'Estate
Pet'Care
Fitness'and'Health'Clubs
Cinemas
Photography
Bowling
Radio/Television/Electronic'repair
Travel'Agencies
Funeral/Burial'Svcs
Laundromat/Dry'Cleaning
Legal'Services
Barber/Beauty/Unisex
Other'Services
Daycare/Nursery
Automotive'Repair
Tax'Preparation/Accounting
Total+Gap+
in+SF+
Needed
15562
5035
2507
5841
555
508
1096
975
T951
T9721
T4041
T5122
T15553
T5785
T5239
T10409
T18113
T52017
T49461
T16614
Total+No.+
Stores+
Needed
7.78
2.80
2.51
0.58
0.55
0.22
0.22
0.10
T0.53
T0.97
T1.35
T2.56
T2.59
T2.89
T5.24
T6.94
T9.06
T10.40
T19.78
T23.73
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Future	  scenario	  
• Retail	  categories	  in	  demand	  are	  very	  similar	  to	  those	  of	  the	  existing	  scenario,	  just	  with	  larger	  square	  footages	  supported:	  	  special	  food	  stores	  and	  full-­‐service	  restaurants;	  beer,	  wine	  and	  liquor	  stores;	  miscellaneous	  retail	  and	  jewelry,	  which	  could	  be	  local	  small	  businesses.	  
• Similarly,	  retail	  categories	  in	  oversupply	  include	  fast	  food	  restaurants,	  general	  merchandise,	  convenience,	  and	  electronics.	  
• Consumer	  services	  in	  demand	  include	  financial	  services,	  miscellaneous	  repair,	  and	  computer	  systems.	  
• Consumer	  services	  in	  oversupply	  include	  daycare,	  auto	  repair,	  beauty	  salons.	  	  The	  same	  note	  of	  caution	  applies	  here	  as	  we	  discussed	  under	  existing	  conditions	  above.	  	  Most	  notable	  of	  these	  two	  scenarios	  are	  their	  overall	  similarity:	  	  food	  and	  dining	  establishments	  top	  the	  list,	  along	  with	  special	  retail.	  	  In	  addition,	  “miscellaneous	  repair”	  and	  “miscellaneous	  services”	  present	  an	  opportunity	  for	  small,	  local	  businesses.	  	  Specific	  areas	  in	  oversupply	  (beyond	  general	  merchandise	  and	  fast	  food),	  such	  as	  funeral	  parlors	  and	  attorney	  services,	  should	  be	  considered	  to	  be	  the	  “basic”	  commercial	  efforts	  of	  the	  neighborhood,	  likely	  drawing	  a	  large	  customer	  base	  from	  outside	  the	  PMA.	  We	  will	  examine	  these	  opportunities	  further	  in	  the	  next	  section.	  	  
The	  Specialty	  Retail	  Market	  	  When	  looking	  at	  a	  revitalizing	  urban	  neighborhood	  such	  as	  Slavic	  Village,	  it	  is	  important	  to	  understand	  the	  standard	  retail	  market	  for	  the	  neighborhood;	  but	  that	  does	  not	  tell	  us	  the	  whole	  story.	  	  Thriving	  main	  streets	  and	  urban	  neighborhood	  commercial	  areas	  in	  many	  places	  show	  us	  that	  there	  is	  a	  market	  for	  local,	  specialty	  goods	  and	  services	  that	  are	  provided	  in	  vibrant	  local	  “main	  street”	  environments.	  	  	  Since	  there	  is	  little	  data	  published	  to	  date	  that	  would	  help	  us	  to	  define	  that	  market,	  we	  use	  an	  analog	  approach,	  comparing	  Slavic	  Village	  to	  other	  neighborhood	  commercial	  areas	  in	  Cleveland,	  and	  looking	  for	  patterns.	  	  	  	  In	  particular,	  we	  are	  interested	  in	  the	  “outside	  market”	  –	  what	  we	  know	  is	  the	  destination	  draw	  of	  an	  urban	  main	  street	  to	  visitors	  coming	  from	  outside	  the	  street’s	  primary	  market	  area.	  	  	  For	  this	  study,	  we	  identified	  five	  urban	  neighborhoods	  in	  addition	  to	  Slavic	  Village,	  collected	  similar	  data	  about	  all	  six,	  and	  conducted	  a	  comparison.	  We	  also	  collected	  zip	  codes	  datasets	  and	  analyzed	  them	  to	  try	  to	  characterize	  the	  potential	  urban	  neighborhood	  “outside	  market.”	  	  Figure	  16	  shows	  the	  six	  urban	  neighborhoods	  selected	  for	  the	  evaluation.	  	  In	  addition	  to	  the	  two	  Slavic	  Village	  core	  areas,	  which	  are	  counted	  as	  one	  shopping	  district	  for	  the	  purposes	  of	  this	  comparison,	  they	  include	  Tremont,	  Buckeye-­‐Shaker	  Square,	  Detroit-­‐Shoreway,	  Payne-­‐Superior,	  and	  Waterloo	  Arts	  District.	  	  Buckeye-­‐Shaker	  Square	  and	  Tremont,	  in	  particular,	  are	  comprised	  of	  more	  than	  one	  sub-­‐districts	  within	  the	  overall	  neighborhood	  specialty	  retail	  market.	  	  Of	  the	  group	  of	  neighborhoods	  examined,	  Tremont	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is	  the	  most	  extensive	  and	  mature,	  with	  multiple	  blocks	  of	  thriving	  restaurants,	  drinking	  establishments,	  art	  galleries	  and	  studios,	  specialty	  shops,	  and	  professional	  offices.	  	  Buckeye-­‐Shaker	  Square	  is	  in	  recovery	  from	  a	  downturn,	  but	  is	  also	  thriving,	  with	  many	  longstanding	  businesses,	  a	  movie	  theater	  and	  grocery	  store,	  and	  a	  well-­‐known	  and	  well-­‐attended	  Saturday	  farmer’s	  market.	  	  Detroit-­‐Shoreway	  is	  up-­‐and-­‐coming,	  as	  the	  Gordon	  Square	  Arts	  District	  establishes	  itself;	  Payne-­‐Superior	  and	  Waterloo	  are	  smaller	  but	  also	  gaining	  new	  businesses	  and	  activity	  every	  year.	  	  (“Buckeye	  Shaker	  Square	  Development	  Corporation”	  2015)	  (“Tremont	  West	  Development	  Corporation	  -­‐	  Tremont	  West	  Development	  Corporation”	  2015)	  (“Detroit	  Shoreway	  -­‐	  Detroit	  Shoreway”	  2015)	  (“NE	  Shores	  Development	  Corporation”	  2015)	  (“Slavic	  Village	  Development”	  2015)(“St	  Clair	  Superior	  Development	  Corporation”	  2015)	  	  
Figure	  16:	  	  Comparison	  Neighborhoods	  
	  	  
Neighborhood	  characteristics.	  	  Tables	  9	  through	  11	  show	  the	  basic	  characteristics	  of	  the	  six	  neighborhoods	  and	  their	  businesses.	  	  Table	  12	  analyzes	  some	  comparative	  parameters	  across	  the	  neighborhoods,	  using	  data	  from	  Tables	  9	  through	  11.	  	  Tables	  13	  A,	  B	  and	  C	  provide	  a	  breakdown	  of	  the	  number	  of	  businesses	  in	  each	  neighborhood	  by	  category.	  	  The	  Tables	  are	  laid	  out	  on	  the	  following	  pages,	  and	  findings	  are	  summarized	  at	  the	  end.	  	  For	  the	  Slavic	  Village	  development	  organization’s	  use,	  a	  more	  detailed	  business	  inventory	  for	  all	  neighborhoods	  is	  being	  provided	  in	  digital	  form.	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Table	  9:	  	  Comparison	  Neighborhoods,	  Population	  Data	  
	  
Source:	  	  City	  of	  Cleveland	  Planning	  Commission,	  Neighborhood	  	  
Fact	  Sheets	  2014;	  US	  Census,	  Zip	  Code	  Business	  Patterns	  2012/	  
Notes:	  	  see	  below	  
	  
Table	  10:	  	  Comparison	  Neighborhoods,	  Household	  and	  Population	  Characteristics	  
	  
Source:	  	  City	  of	  Cleveland	  Planning	  Commission,	  Neighborhood	  Fact	  Sheets	  2014/Notes:	  	  see	  below	  	  
Table	  11:	  	  Comparison	  Neighborhood,	  Business	  Characteristics	  
	  
Source:	  	  CSU	  CCPD;	  NOACA/	  Notes:	  	  see	  below	  	  
	   	  
NEIGHBORHOOD:+CORE+(1)(2)
NEIGHBORHOOD:+CORE
NEIGHBORHOOD
TOTAL+
POPULA
TION+
2014
WORKERS+
IN+THE+
NEIGHBOR
HOOD+(5)
RESIDENT+
++
WORKER+
POP+(6)
Slavic+Village:+Fleet/Broadway+Cores
North+Shore+Collinwood:++Waterloo+Core
Tremont
Shaker+Square/Larchmere/Buckeye+Cores
DetroitUShoreway:+Detroit+Core
SuperiorUPayne+(GoodrichUKirkland):++all
City%of%Cleveland
22,432   
15,768   
7,948     
12,470   
11,567   
6,876     
396,815 
12,974 35,406
7,576 23,344
33,478 41,426
4,638 17,108
28,239 39,806
45,384 52,260
N/A
NEIGHBORHOOD:+CORE
TOTAL+
POPULA2
TION+
2014
TOTAL+
HOUSE2
HOLDS
FAMILY+
HH+
W/CHILD
REN
MEDIAN+
HH+
INCOME
MEAN+HH+
INCOME
OVERALL+
POVERTY+
RATE
%+HH+
OVER+
$100,000+
INCOME
UNEMPLOY2
MENT+RATE
EMPLOY2
MENT+
PARTICIPA
TION+RATE
HH+
WITHOUT+
ACCESS+TO+
A+CAR
Slavic+Village:+Fleet/Broadway+Cores
North+Shore+Collinwood:++Waterloo+Core
Tremont
Shaker+Square/Larchmere/Buckeye+Cores
Detroit2Shoreway:+Detroit+Core
Superior2Payne+(Goodrich2Kirkland):++all
City%of%Cleveland
22,432     9,024       34% 26,304$   33,202$        35% 3.5%
15,768     7,762       25% 27,648$   36,257$        29% 6.5%
7,948       3,791       22% 24,175$   45,907$        38% 7.0%
12,470     6,407       23% 25,917$   40,808$        29% 6.5%
11,567      4,784       29% 23,476$   35,399$        43% 7.0%
6,876       2,786       33% 19,444$   40,311$        45% 2.0%
396,815   166,847   30% 27,349$   38,274          31% 5.5%
23% 58% 25%
15% 65% 29%
11% 65% 38%
14% 62% 29%
20% 60% 43%
34% 65% 45%
18% 60% 31%
NEIGHBORHOOD:+CORE+(1)(2) DNTN+BUSINESSES
NEIGHBORHOOD:+CORE
ESTIMATED+
TOTAL+SF+(3)
ESTIMATED+
NO+RETAIL+
BUSI9
NESSES+(4) MAIN+STREETS
AADT+
TRAFFIC+
COUNT+9+
CARS
AADT+
TRAFFIC+
COUNT+9+
TRUCKS
Slavic+Village:+Fleet/Broadway+Cores 267,350         109
North+Shore+Collinwood:++Waterloo+Core 93,225           52
Tremont 123,775         159
Shaker+Square/Larchmere/Buckeye+Cores 455,255         232
Detroit9Shoreway:+Detroit+Core 200,900         138
Superior9Payne+(Goodrich9Kirkland):++all 282,800         118
City,of,Cleveland N/A
Broadway,S,of,55th 10750 780
Waterloo 2690 93
Tremont,Streets N/A N/A
Shaker,Blvd,at,S,Sq 6180 93
Detroit,at,W,65th 7130 300
Superior,at,E,31st 9060 660
N/A
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Table	  12:	  	  Comparison	  Neighborhood,	  Market	  Parameters	  
	  
Source:	  	  CSU	  CCPD,	  based	  on	  tables	  above/Notes:	  	  see	  below	  	  
Notes	  on	  Neighborhood	  Comparison	  Tables:	  (1)	  "Neighborhood"	  includes	  the	  entire	  City	  of	  Cleveland	  SPA.	  	  	  (2)	  "Core"	  includes	  the	  commercial	  focus	  areas	  within	  the	  neighborhood.	  Tremont	  and	  Shaker	  Square	  included	  multiple	  sub-­‐areas.	  (3)	  Estimated	  SF	  is	  gross	  first	  floor	  square	  footage,	  as	  estimated	  from	  aerial	  photograph	  measurements	  via	  Google	  maps.	  (4)	  "Retail	  Businesses"	  includes	  retail	  establishments	  for	  neighborhood	  and	  specialty	  shopping	  and	  dining.	  	  Includes	  medical/dental,	  professional,	  lodging,	  and	  community	  facilities,	  theaters	  and	  event	  venues.	  Business	  counts	  may	  include	  businesses	  on	  upper	  floors;	  square	  footage	  measurements	  are	  first	  floor	  only.	  (5)	  	  Worker	  estimates	  are	  based	  on	  US	  Census	  Zip	  Code	  business	  patterns;	  zip	  code	  boundaries	  do	  not	  coincide	  with	  neighborhood	  SPA	  boundaries;	  closest	  zips	  to	  boundaries	  were	  chosen.	  (6)	  	  Worker	  and	  resident	  data	  were	  from	  separate	  data	  sources	  and	  are	  not	  correlated;	  as	  a	  result,	  people	  who	  both	  work	  and	  live	  in	  the	  neighborhood	  are	  likely	  double	  counted.	  	  
	   	  
NEIGHBORHOOD:+CORE+(1)(2)
NEIGHBORHOOD:+CORE
COMPARATIVE+PARAMETERS
HH+Buying+Power+
(based+on+Mean+
HH+Income)
Businesse
s/+1000+
pop
Business+
SF/+$1+
Mean+HH+
Inc
Business+
SF/+HH
Business+
SF/pop+
RESIDENT
Business+
SF/pop+
WORKER+
++
RESIDENT
Business+
SF/$10,000+
Buying+Power
Slavic+Village:+Fleet/Broadway+Cores
North+Shore+Collinwood:++Waterloo+Core
Tremont
Shaker+Square/Larchmere/Buckeye+Cores
DetroitVShoreway:+Detroit+Core
SuperiorVPayne+(GoodrichVKirkland):++all
City%of%Cleveland
237,367,296$        4.86 10.16 30 11.9          7.55          11.3                
214,603,776$        3.30 3.37 12 5.9            3.99          4.3                  
91,647,425$          20.01 5.12 33 15.6          2.99          13.5                
166,050,219$        18.60 17.57 71 36.5          26.61        27.4                
112,309,184$         11.93 8.56 42 17.4          5.05          17.9                
54,170,984$          17.16 14.54 102 41.1          5.41          52.2                
4,563,098,603$     
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Table	  13A:	  	  Comparison	  Neighborhoods,	  Retail	  Shops	  Summary	  
	  
Source:	  	  CSU	  CCPD	  
	  
	  
	   	  
NEIGHBORHOOD
Slavic0
Village0
Core0
Areas Tremont
Water>
loo0Arts0
District
Detroit>
Shore>
way
Shaker0
Square>
Larch>
mere
St0Clair>
Superior
RETAIL0>0SUBTOTAL 40 70 18 66 77 72
Dining 12 46 6 31 23 32
Restaurant)*)Table)Service 4 17 3 7 9 26
Restaurant)*)Fast)Service 1 3 5 5
Restaurant)*)Chain)Fast)Food 1 4 4 2
Bar/Tavern/Wine)Bar 2 17 3 7 3
Ice)Cream/Popcorn/Candy 1 2 1
Coffee/Tea/Bakery 2 3 2 2
Pizza 3 4 4 1
Catering)only 1 1
Specialty0Shopping 12 15 11 27 44 21
Gifts/Collectibles 1 1 3
Clocks/Specialties
Toys/Games/Dolls 1
Sewing/Crafts/customer)studio 3
Art/Antiques/Framing 1 1 13 7 1
Home)Furnishings 2 3 2 1
Used/Resale/Vintage 3 1 2 4 1
Musical)Instruments 1
Music)Recordings 1 2 2
Major)Electronics/Appliance)sales 0 2 2
Bridal/Formal 1
Tobacco
Florist 1 1 1 2
Food)Specialties 1 2 3 1 1 3
Wine/Liquor 4
Books 1 2
Outdoor)equipment/apparel,)sporting)
goods,)bikes 1 1 2
Clothing)and)Shoes 3 4 3 7 3
Jewelry 1 1 2
Home/Garden)Accessories
Herb/Garden/Plants 1
Spiritual/Metaphysical 1 1
Party/Paper)Goods/Stationery
Body)Care/Cosmetics/Beauty)Supply 0 5 2
Eclectic/Defies)Description 2 2 2
Other 1
Neighborhood0Shopping 16 9 1 8 10 19
Grocery 2 3 1 2 8
Fresh)Produce 1 1
Auto)Parts 3
Hardware/Lawn/Garden 0 1 1 2
General)Merchandise/Pharmacy 2 2 2 4
Gas)Station/Convenience 7 5 5 4 5
Phone/Computer/Electronics 2
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Table	  13B:	  	  Comparison	  Neighborhoods,	  Consumer	  Services	  Summary	  
	  
Source:	  	  CSU	  CCPD	  
NEIGHBORHOOD
Slavic0
Village0
Core0
Areas Tremont
Water>
loo0Arts0
District
Detroit>
Shore>
way
Shaker0
Square>
Larch>
mere
St0Clair>
Superior
CONSUMER0SERVICES0>0SUBTOTAL 46 45 13 15 104 33
Recreation/Fitness/Yoga 2 3 2 2 2 6
Fitness/Yoga/Dance 2 2 1 1 3
Recreation/Athletic6Club 2 1 1 1 3
Other 0
Health/Beauty/Spa/Wellness 3 7 3 2 14 3
Salon/Barber 3 6 2 2 14 3
Tattoo 1 1
Other
Neighborhood0Services 8 4 7 6 13 8
Printing/office6supply 2 1 1 4
Auto6Repair 4 2 3 3 3
Auto6Wash 2
Electronics/Appliance6Repair 1 2 1
Tailor/alterations 1 1
Dry6Cleaning/Laundry 1 1 2 4
Storage6 1
Pet6grooming/care 0 1 1
Shipping/Delivery 1
Shoe/Leather6repair 2
Other 1
Professional0Services 33 31 1 5 75 16
Attorney 5 3 6 1
Accountant/Tax 7 4
Insurance/Financial6Services 1 1 10 2
Cash/Bail6Bonds/payday6loans 1 1 1 1
Banks 2 2 3 4 1
Real6Estate6office 2 1 1 7 1
Cowork6offices 1
Doctors/Medical6Offices 9 1 1 12
Dentist 2 2 1
Optometrist 0
Counseling 3
Physical/Occupational6Therapy 1
Veterinary6Services 1 2
Computer/tech 3 1
Photography 5 1
Design/Communication 2 8 5
Architect/Interior6Design 3 1 8 2
Engineering/Surveying 2 2
Travel6Services 1 1
Film/video6production 1 3
Other 8
COMMUNITY/ARTS/SOCIAL0>0SUBTOTAL 19 31 13 49 38 8
Event6Venue/Social6Hall/Party6Ctr 1 3 3 1 1 1
Park/Open6Space 4
Ballfields/Active6Sports
Trail6access X
River/water6access
Galleries/studios 11 10 35 9
Library 1 2 1
Education/Youth6programs 2 6 7
Museum 1 2 1
Nonprofit/Association 5 4 3 12 3
Hospital/Clinic 3 2 4 3
Theater 1 5 1
Day6Care6Services6(not6inZhome) 6 4
Other
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Table	  13C:	  	  Comparison	  Neighborhoods,	  Lodging	  and	  Other	  Services	  Summary	  
	  
Source:	  	  CSU	  CCPD	  	  
Observations	  	  
	  A	  number	  of	  overall	  observations	  can	  be	  drawn	  from	  the	  comparison	  tables:	  
	  
Population,	  households	  and	  income	  
• While	  the	  overall	  impression	  is	  that	  thriving	  commercial	  areas	  such	  as	  Tremont	  are	  “gentrified”,	  in	  reality	  population	  and	  neighborhood	  characteristics	  among	  the	  compared	  neighborhoods	  are	  very	  similar.	  	  This	  strongly	  suggests	  that	  the	  “outside	  market”	  is	  driving	  the	  success	  of	  the	  larger,	  more	  active	  commercial	  neighborhood	  centers.	  
• Slavic	  Village	  is	  in	  the	  middle	  of	  the	  group	  with	  regard	  to	  poverty	  rate,	  mean	  and	  median	  household	  income.	  
• Slavic	  Village	  has	  the	  highest	  proportion	  of	  families	  with	  children.	  
• Slavic	  Village	  is	  in	  the	  middle	  of	  the	  group	  with	  regard	  to	  total	  worker	  plus	  resident	  population.	  	  
• Slavic	  Village	  has	  one	  of	  the	  highest	  unemployment	  rates,	  and	  the	  lowest	  labor	  market	  participation	  rate.	  
• Slavic	  Village	  has	  a	  relatively	  low	  proportion	  of	  residents	  without	  access	  to	  a	  car	  –	  but	  at	  25%,	  this	  is	  still	  a	  sizeable	  group	  who	  are	  more	  likely	  to	  shop	  in	  the	  neighborhood.	  	  This	  proportion	  is	  matched	  or	  exceeded	  in	  the	  other	  neighborhoods.	  
• Slavic	  Village	  is	  on	  the	  low	  end	  for	  the	  proportion	  of	  households	  with	  incomes	  over	  $100,000,	  at	  3.5%	  vs.	  up	  to	  7%	  for	  other	  neighborhoods.	  This	  may	  be	  an	  important	  factor	  in	  the	  success	  of	  some	  neighborhoods.	  This	  may	  also	  be	  offset,	  however,	  by	  the	  income	  of	  employees	  working	  in	  the	  neighborhood,	  especially	  if	  shopping/dining	  opportunities	  are	  marketed	  well.	  	  
Business	  characteristics	  
• Slavic	  Village	  is	  in	  the	  middle	  of	  the	  group	  with	  regard	  to	  total	  number	  and	  square	  footages	  of	  businesses.	  
• Slavic	  Village	  has	  the	  highest	  traffic	  counts	  of	  all	  of	  the	  neighborhoods	  where	  data	  is	  available.	  	  Car	  traffic	  can	  be	  seen	  as	  a	  significant	  asset	  for	  retail	  businesses,	  and	  
NEIGHBORHOOD
Slavic0
Village0
Core0
Areas Tremont
Water>
loo0Arts0
District
Detroit>
Shore>
way
Shaker0
Square>
Larch>
mere
St0Clair>
Superior
LODGING0>0SUBTOTAL 2
OTHER0SERVICES0>0SUBTOTAL 4 11 8 8 13 5
Movers 1 1 2
Funeral.Homes 2 2 1 2 1 1
Furniture.repair/upholstery 1 2
Auto.Sales 2 6 1 2
Rentals 1
Neighborhood.Landscaping 1 1
Animal.Shelter/Adoption 3
Construction/Remodeling 3 2 8
Other 1 2
TOTAL0ALL0BUSINESSES 109 159 52 138 232 118
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likely	  helps	  to	  explain	  the	  attraction	  of	  chain	  stores	  to	  Broadway.	  	  However,	  truck	  traffic	  can	  be	  seen	  as	  a	  detriment	  to	  pedestrian	  comfort	  and	  safety.	  	  
Market	  Parameters	  
• Slavic	  Village’s	  total	  household	  buying	  power	  is	  the	  highest	  of	  the	  neighborhoods.	  	  This	  also	  helps	  to	  explain	  the	  large	  amount	  of	  neighborhood	  shopping	  (grocery,	  pharmacy,	  etc)	  that	  is	  located	  in	  the	  Slavic	  Village	  primary	  market	  area.	  The	  buying	  power	  is	  there	  to	  support	  it.	  Along	  with	  the	  sizeable	  worker	  population	  within	  reach	  of	  the	  neighborhood,	  this	  indicates	  that	  there	  could	  be	  opportunity.	  	  A	  strong	  marketing	  plan,	  and	  development	  of	  business	  selection	  and	  choice,	  along	  with	  special	  events,	  should	  be	  done	  in	  a	  comprehensive	  strategy	  to	  tap	  into	  that	  opportunity.	  
• Slavic	  Village	  is	  on	  the	  low	  end	  with	  regard	  to	  total	  number	  of	  businesses	  per	  1000	  population.	  	  Slavic	  Village	  is	  in	  the	  low,	  low-­‐middle,	  and/or	  middle	  with	  regard	  to	  
business	  square	  footage	  per	  mean	  household	  income,	  per	  population,	  per	  resident	  +	  worker	  population,	  and	  per	  $10,000	  buying	  power.	  This	  could	  indicate	  capacity	  for	  expansion	  of	  specialty	  businesses	  in	  the	  core	  areas.	  (It	  would	  be	  important,	  however,	  to	  gain	  an	  understanding	  of	  the	  extent	  to	  which	  each	  of	  the	  neighborhoods	  has	  retail	  outside	  their	  core	  areas,	  which	  was	  not	  included	  in	  this	  specialty	  retail	  study).	  	  
Business	  category	  analysis	  
• Dining.	  	  Slavic	  Village	  is	  on	  the	  low	  end	  with	  regard	  to	  dining	  opportunities.	  	  In	  particular,	  coffee/tea/bakery	  is	  lacking.	  
• Specialty	  shopping.	  	  Slavic	  Village	  is	  on	  the	  low	  end	  with	  regard	  to	  specialty	  shopping	  opportunities.	  	  There	  are	  a	  number	  of	  categories	  in	  the	  table	  that	  illustrate	  opportunities	  –	  most	  notably	  art/antiques,	  gifts,	  and	  jewelry.	  	  Specialty	  foods	  and	  sporting	  goods	  are	  provided.	  
• Neighborhood	  Shopping.	  	  In	  general	  and	  in	  comparison	  to	  the	  other	  neighborhood	  cores,	  Slavic	  Village	  is	  well-­‐provided	  in	  this	  area.	  	  This	  can	  be	  seen	  as	  a	  strength,	  clearly	  showing	  that	  many	  residents	  do	  their	  daily	  shopping	  in	  the	  neighborhood.	  	  Two	  gaps	  include	  fresh	  produce,	  and	  hardware/lawn/garden.	  
• Neighborhood	  services.	  	  Slavic	  Village	  is	  in	  the	  middle	  of	  the	  group	  with	  regard	  to	  overall	  number	  of	  businesses	  in	  this	  category,	  but	  there	  are	  several	  ideas	  shown	  by	  gaps	  in	  the	  comparison	  table.	  	  In	  particular,	  fitness,	  tailor,	  pet	  care,	  and	  shoe/leather	  repair	  are	  noted	  as	  gaps.	  
• Professional	  services.	  Slavic	  Village	  is	  well	  supplied	  with	  professional	  offices,	  and	  is	  on	  a	  par	  with	  Tremont	  and	  Shaker	  Square	  in	  this	  category.	  	  Professional	  offices	  are	  a	  strength	  of	  neighborhood	  commercial	  areas	  –	  they	  provide	  daytime	  activity	  on	  the	  street,	  bring	  customers	  in	  from	  outside	  the	  neighborhood,	  and	  they	  and	  their	  customers	  patronize	  other	  area	  businesses.	  	  
• Other	  services.	  	  Slavic	  Village	  is	  on	  the	  low	  end,	  when	  compared	  to	  the	  other	  neighborhoods,	  with	  regard	  to	  the	  range	  of	  other	  services	  that	  could	  be	  provided.	  	  Similar	  to	  professional	  offices,	  service	  businesses	  provide	  workers	  and	  customers	  on	  the	  street,	  and	  patronize	  other	  businesses.	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• Lodging.	  	  Tremont	  is	  the	  only	  one	  of	  the	  neighborhoods	  to	  have	  formal	  lodging	  (in	  the	  form	  of	  a	  bed	  and	  breakfast).	  	  This	  is	  an	  opportunity	  that	  is	  likely	  to	  be	  more	  long-­‐term,	  but	  should	  be	  kept	  “on	  the	  radar”	  as	  another	  way	  to	  populate	  the	  street	  in	  the	  evening.	  
• Entertainment.	  	  As	  noted	  in	  the	  survey,	  there	  are	  few	  opportunities	  for	  residents,	  families	  and	  even	  workers	  to	  remain	  in	  the	  core	  areas	  in	  the	  evening.	  	  This	  represents	  an	  opportunity	  for	  business	  development	  that	  could	  enhance	  the	  core	  areas	  as	  a	  whole.	  	  
Characterizing	  the	  Outside	  Market	  	  It	  is	  apparent	  that	  	  “outside	  primary	  market	  area”	  customers	  are	  critical	  to	  the	  success	  of	  neighborhood	  commercial	  areas.	  	  In	  order	  to	  understand	  the	  nature	  of	  the	  outside	  market	  for	  Slavic	  Village	  and	  other	  urban	  neighborhoods,	  we	  collected	  customer	  zip	  code	  data	  sets.	  	  This	  information	  is	  hard	  to	  come	  by,	  as	  most	  merchants	  do	  not	  have	  access	  to	  the	  addresses	  of	  their	  customers,	  even	  those	  who	  pay	  by	  credit	  card;	  most	  do	  not	  take	  the	  time	  to	  collect	  them	  from	  customers;	  and	  those	  who	  do,	  are	  reluctant	  to	  share	  them.	  	  We	  were	  able	  to	  gather	  zip	  codes	  from	  three	  sources	  for	  this	  study:	  Tremont-­‐West	  Development	  Corporation	  (Tremont	  Arts	  Fest	  2014);	  Third	  Federal	  Savings	  (employee	  zip	  codes);	  and	  St.	  Stanislaus	  (Polish	  Festival,	  2014).	  	  We	  hope	  to	  do	  more	  collection	  in	  Cleveland	  neighborhoods	  in	  the	  near	  future.	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Figure	  17:	  	  Tremont	  Arts	  Fest	  Customers,	  2014	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Figure	  18:	  	  Third	  Federal	  Savings	  Employees,	  2015	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Figure	  18:	  	  St.	  Stanislaus	  Polish	  Festival,	  Customer	  Survey,	  2014	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Observations:	  
• The	  majority	  (70%)	  of	  neighborhood	  special	  event	  visitors	  could	  come	  from	  outside	  the	  neighborhood,	  including	  affluent	  suburbs	  across	  the	  region	  
• Employees	  from	  a	  large	  market	  area	  are	  in	  Slavic	  Village	  every	  day	  
• The	  St.	  Stanislaus	  sample	  was	  very	  small,	  but	  demonstrates	  that	  an	  event	  in	  Slavic	  Village	  has	  the	  potential	  to	  attract	  visitors	  from	  a	  large	  market	  area	  	  
Opportunities	  	  	  Together,	  the	  standard	  retail	  market	  analysis,	  specialty	  retail	  analysis,	  and	  analysis	  of	  the	  outside	  market,	  demonstrate	  that	  there	  is	  a	  very	  real	  opportunity	  for	  Slavic	  Village	  to	  grow	  its	  neighborhood	  commercial	  specialty,	  dining	  and	  professional	  office	  market.	  	  In	  thinking	  about	  the	  success	  of	  thriving	  neighborhood	  commercial	  specialty	  shopping	  districts,	  it	  is	  important	  to	  recognize	  that	  customers	  are	  looking	  for	  a	  destination	  experience	  in	  choosing	  where	  to	  go	  on	  a	  particular	  weekend.	  	  The	  following	  are	  common	  characteristics	  of	  successful	  “Main	  Streets”.	  	  As	  noted,	  Slavic	  Village	  has,	  or	  could	  have,	  many	  of	  these	  characteristics,	  and	  they	  represent	  opportunities	  to	  enhance	  the	  visitor	  experience,	  as	  well	  as	  the	  resident	  experience,	  in	  the	  Broadway/55th	  and	  Fleet	  Avenue	  core	  areas.	  	  
1)	   A	  critical	  mass	  of	  activities	  in	  the	  area	  to	  fill	  an	  entire	  day.	  	  People	  visit	  Main	  Streets	  on	  day	  trips,	  often	  visiting	  a	  different	  event,	  town	  or	  neighborhood	  each	  weekend.	  	  
Attractions	  in	  nearby	  downtown	  Cleveland,	  along	  with	  trail	  connections,	  make	  this	  a	  strong	  
possibility	  for	  Slavic	  Village.	  It	  will	  be	  important	  to	  continue	  to	  enhance	  connections	  to	  
downtown	  and	  other	  urban	  neighborhoods.	  
	  	  
2)	   Significant	  outdoor	  recreation	  opportunities;	  natural	  amenity	  or	  attraction	  	  	  	  People	  like	  to	  do	  a	  variety	  of	  things	  on	  their	  visits:	  	  natural	  attractions	  and	  recreation	  can	  be	  one	  contribution	  to	  a	  diverse,	  active	  day	  in	  a	  neighborhood.	  The	  Cleveland	  Metroparks	  has	  recently	  adopted	  a	  long-­‐term	  strategic	  plan	  that	  includes	  robust	  regional	  trail	  connections	  weaving	  through	  the	  urban	  areas	  and	  connecting	  to	  the	  lakefront,	  and	  ultimately	  connecting	  to	  the	  Cuyahoga	  Valley	  National	  Park,	  and	  planned	  trail	  extensions	  into	  suburban	  areas	  on	  the	  east,	  west	  and	  south	  sides	  of	  Cleveland.	  	  	  The	  Mill	  Creek	  Falls,	  the	  
Morgana	  Run	  Trail	  and	  other	  trail	  connections,	  and	  the	  Cleveland	  Velodrome,	  all	  provide	  
recreation	  and	  natural	  amenity	  opportunities.	  It	  will	  be	  important	  to	  ensure	  that	  the	  Slavic	  
Village	  Neighborhood	  is	  an	  integral	  part	  of	  the	  larger	  regional	  trail	  network.	  
	  
3)	   Major	  daytime	  supplier(s)	  of	  employees/students.	  Firms,	  college,	  government,	  institutions;	  professional	  offices	  .	  	  The	  presence	  of	  75,000	  workers	  and	  students	  within	  a	  3-­‐
mile	  radius,	  according	  to	  the	  Forest	  City	  study,	  attests	  to	  the	  strength	  of	  the	  potential	  
worker/student	  market	  for	  Slavic	  Village.	  	  
	  	  
4)	   A	  critical	  mass	  of	  shops	  to	  provide	  choice	  and	  selection.	  	  Slavic	  Village	  can	  work	  
on	  developing	  this	  diversity	  and	  quantity	  over	  time.	  	  A	  micro-­‐retail	  business	  incubator	  could	  
help	  home-­‐based	  local	  businesses	  bridge	  the	  gap	  to	  a	  storefront,	  growing	  the	  diversity	  of	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specialty	  local	  goods	  that	  are	  available	  in	  the	  neighborhood.	  Critical	  mass	  is	  also	  determined	  
based	  on	  the	  number	  of	  businesses	  that	  are	  open;	  local	  proprietors	  need	  to	  align	  their	  
business	  hours	  with	  times	  of	  highest	  demand	  (evenings	  and	  mornings,	  per	  the	  survey).	  	  	  
5)	   High	  visual	  appeal,	  unique	  and/or	  historic	  character,	  good	  quality	  
“placemaking”;	  walkability.	  	  Slavic	  	  Village’s	  “good	  architectural	  bones”	  and	  walkable	  scale	  
in	  its	  core	  areas	  are	  an	  opportunity	  to	  develop	  a	  strong	  sense	  of	  place.	  	  Continued	  
development	  of	  a	  brand	  and	  unique	  identity	  for	  the	  two	  core	  areas	  will	  help	  people	  to	  identify	  
the	  uniqueness	  of	  the	  neighborhood.	  Ongoing	  historic	  preservation	  and	  restoration,	  and	  
attention	  to	  urban	  design	  that	  complements	  the	  historic	  framework,	  is	  a	  must.	  	  	  
6)	   Overnight	  lodging	  and	  evening	  venues.	  	  While	  overnight	  lodging	  might	  be	  a	  longer	  
term	  goal,	  the	  Bohemian	  National	  Hall	  and	  churches	  provide	  opportunities	  –	  that	  are	  already	  
being	  used	  –	  to	  provide	  concerts	  and	  events	  in	  the	  evening.	  	  Additional	  opportunities	  in	  
performing	  arts	  events	  should	  be	  pursued.	  	  As	  these	  opportunities	  become	  more	  developed,	  the	  
neighborhood	  will	  become	  more	  attractive	  to	  potential	  overnight	  visitors.	  One	  opportunity	  is	  
to	  develop	  a	  “family	  dinner	  cinema”	  as	  described	  below.	  
	  	  
7)	   Neighborhood	  standard	  retail	  amenities	  and	  unique	  local	  products.	  	  Given	  the	  
strong	  resident	  sentiment	  for	  shopping	  within	  the	  neighborhood,	  as	  evidenced	  by	  the	  survey	  
and	  student-­‐led	  resident	  interviews,	  Slavic	  Village	  would	  do	  well	  to	  continue	  to	  enhance	  
neighborhood	  shopping,	  as	  well	  as	  specialty	  shopping,	  especially	  for	  higher	  quality	  goods	  and	  
fresh	  produce.	  	  
	  
8)	  Compact	  mixed	  housing	  providing	  customers	  as	  the	  “local	  base”.	  	  Townhome,	  multi-­‐
family	  and	  single-­‐family	  housing	  planned	  for	  the	  neighborhood,	  along	  with	  programs	  to	  
improve	  existing	  housing,	  should	  over	  time	  help	  to	  enhance	  the	  customer	  base	  that	  is	  within	  
walking	  distance	  of	  the	  Broadway	  and	  Fleet	  cores.	  	  The	  continued	  expansion	  of	  youth	  
programs,	  improvement	  of	  local	  schools,	  and	  support	  of	  private/parochial/charter	  schools,	  
will	  help	  to	  attract	  and	  retain	  families,	  which	  are	  a	  strength	  of	  the	  neighborhood.	  
	  
9)	  Activities	  or	  festivals	  that	  regularly	  bring	  in	  visitors	  throughout	  the	  year.	  	  The	  St.	  
Stanislaus	  Polish	  Festival	  is	  one	  opportunity,	  along	  with	  the	  Pierogi	  Dash	  and	  special	  events	  
such	  as	  the	  Orchestra	  residency	  and	  “Rooms	  to	  Let”,	  to	  bring	  in	  outside	  visitors.	  	  Work	  should	  
continue	  to	  market	  and	  grow	  these	  events,	  and	  find	  other	  ways	  to	  do	  the	  same	  every	  year.	  	  In	  
keeping	  with	  the	  “health”	  and	  “Slavic/Polish”	  themes	  in	  the	  Slavic	  Village	  identity,	  
partnerships	  with	  other	  groups	  in	  Cleveland	  that	  have	  similar	  events	  and	  identities,	  may	  be	  
worth	  exploring.	  	  
	  
10)	  Strong,	  active	  businesses	  and	  business	  associations.	  	  Small	  businesses	  are	  the	  key	  to	  a	  successful,	  vibrant	  neighborhood	  commercial	  area,	  but	  can	  be	  a	  challenge	  to	  operate	  successfully.	  	  Often,	  the	  proprietors	  are	  first-­‐time	  business	  owners.	  	  Successful	  main	  streets	  include	  a	  complement	  of	  technical	  assistance,	  marketing	  assistance,	  and	  other	  supports	  to	  help	  small	  business	  owners	  understand	  how	  to	  position,	  market,	  and	  manage	  their	  businesses	  successfully.	  Common	  issues	  related	  to	  “main	  street”	  small	  businesses	  include	  having	  and	  managing	  adequate	  capital	  and	  cash	  flow	  for	  the	  first	  year	  or	  two;	  maintaining	  a	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professional,	  inviting	  appearance	  and	  storefront;	  aligning	  hours	  of	  operation	  with	  the	  most-­‐needed	  customer	  times,	  and	  with	  other	  businesses,	  to	  create	  critical	  mass;	  and	  marketing	  successfully	  amid	  the	  tsunami	  of	  media	  opportunities.	  Slavic	  Village	  
Development	  can	  play	  a	  role	  in	  supporting	  and	  strengthening	  local	  businesses.	  
	  	  
Ideas:	  	  Micro-­‐Retail	  Incubator.	  	  The	  potentially	  large	  number	  of	  home	  businesses	  in	  the	  area,	  some	  of	  which	  appear	  to	  be	  selling	  a	  wide	  variety	  of	  home-­‐made	  and	  locally-­‐sourced	  goods,	  represents	  an	  opportunity	  to	  develop	  a	  local	  business	  base	  within	  the	  neighborhood.	  In	  other	  areas,	  micro-­‐business	  malls	  have	  provided	  a	  much-­‐needed,	  low	  cost	  place	  for	  growing	  businesses	  to	  access	  customers	  before	  they	  are	  ready	  to	  open	  a	  store	  front.	  	  Successful	  examples	  such	  as	  the	  Hartville	  Marketplace	  in	  Stark	  County,	  the	  Valley	  Marketplace	  in	  Boardman,	  and	  the	  Cleveland	  Flea,	  may	  suggest	  an	  opportunity	  to	  establish	  such	  an	  incubator	  in	  Slavic	  Village.	  	  It	  will	  of	  course	  be	  important	  to	  position	  such	  an	  event	  as	  unique	  and	  find	  ways	  for	  it	  to	  serve	  resident	  needs	  as	  well	  as	  those	  from	  outside.	  (“Hartville	  Marketplace”	  2015)	  	  
	  
Hartville	  Market,	  Hartville	  OH	  
Photos:	  	  K.	  Date	  	  
Ideas:	  	  Family	  Dinner	  Cinema.	  	  A	  successful,	  locally-­‐run	  chain	  of	  four	  (soon	  to	  be	  five)	  businesses	  in	  Maine	  and	  Massachusetts,	  known	  as	  Smitty’s	  Cinemas,	  may	  present	  an	  opportunity	  for	  development	  of	  family-­‐friendly	  entertainment	  in	  the	  neighborhood.	  	  In	  renovated	  mid-­‐sized	  storefronts	  of	  about	  20,000	  square	  feet,	  the	  Smitty’s	  venues	  provide	  basic	  family	  food	  (burgers,	  fries,	  pizza,	  ice	  cream)	  for	  families	  and	  groups	  to	  enjoy	  while	  watching	  a	  movie.	  	  Groups	  can	  reserve	  the	  venue	  for	  private	  parties,	  and	  special	  events	  such	  as	  “ladies	  nights”,	  “sports	  nights”	  and	  “small	  children	  shows”	  can	  add	  to	  the	  mix	  of	  customers.	  	  (“Smitty’s	  Cinema”	  2015)	  To	  our	  knowledge	  there	  is	  not	  yet	  a	  business	  like	  this	  in	  Ohio,	  but	  it	  presents	  much	  opportunity	  for	  families	  living	  in	  urban	  and	  small	  town	  neighborhoods.	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Conclusions	  and	  Recommendations	  	  In	  light	  of	  the	  opportunities	  presented	  in	  this	  report,	  the	  following	  recommendations	  are	  made,	  in	  no	  particular	  order:	  
• Develop	  and	  market	  neighborhood	  identity(s)	  that	  focus	  on	  existing	  assets	  such	  as	  parks,	  trails,	  the	  Mill	  Creek	  Falls,	  and	  destination	  restaurants	  
• Continue	  vital	  work	  on	  development	  and	  redevelopment	  of	  housing	  in	  the	  neighborhood,	  which	  provides	  a	  resident	  base	  to	  support	  business	  
• Continue	  to	  work	  on	  events	  that	  will	  draw	  visitors	  
• Continue	  to	  work	  with	  local	  businesses	  to	  expand	  diversity	  and	  choice	  of	  products	  
• As	  feasible,	  focus	  redevelopment	  efforts	  on	  one	  or	  two	  compact	  areas,	  rather	  than	  spreading	  new	  businesses	  out	  along	  long	  blocks,	  at	  least	  at	  first	  
• Get	  to	  know	  proprietors	  of	  home-­‐based	  businesses,	  and	  find	  ways	  to	  support	  them	  
• Assess	  potential	  locations	  for	  an	  expanded	  professional	  office	  base	  
• Conduct	  a	  survey	  of	  local	  employees	  to	  understand	  how	  they	  shop	  in	  the	  neighborhood	  and	  elsewhere,	  and	  what	  might	  attract	  them	  to	  run	  errands	  and	  spend	  more	  time	  in	  the	  core	  areas	  
• Continue	  to	  work	  on	  bike-­‐ability	  and	  connections	  	  
• Assign	  equal	  importance	  to	  neighborhood-­‐serving	  businesses	  as	  well	  as	  those	  that	  will	  attract	  customers	  from	  outside	  the	  area	  
• Retain	  the	  historic	  character	  of	  the	  neighborhood	  and	  work	  to	  enhance	  it	  over	  time	  as	  buildings	  redevelop	  
• Find	  ways	  to	  attract	  the	  many	  employees	  in	  the	  area	  to	  the	  neighborhood	  for	  lunch,	  after-­‐work	  events,	  errands,	  and	  specialty	  shopping	  
• Consider	  housing	  incentives	  to	  encourage	  nearby	  employees,	  and	  perhaps	  those	  who	  have	  family	  background	  in	  the	  neighborhood,	  to	  live	  in	  Slavic	  Village	  
• Consider	  partnerships	  with	  other	  groups/neighborhoods	  with	  similar	  interests	  and	  customer	  base	  (other	  Cleveland	  neighborhoods;	  Parma?)	  
• Consider	  development	  of	  a	  micro-­‐business	  mall	  to	  help	  incubate	  home	  businesses	  before	  they	  are	  ready	  to	  open	  storefronts	  
• Consider	  a	  family	  dinner	  cinema	  or	  other	  venue	  to	  enhance	  entertainment	  opportunities	  in	  the	  neighborhood	  
• Provide	  support	  and	  technical	  assistance	  to	  local	  small	  business	  owners	  to	  improve	  their	  success	  and	  marketability	  	  	  Slavic	  Village	  has	  many	  opportunities	  to	  continue	  on	  its	  positive	  upswing.	  	  It	  could	  very	  well	  be	  a	  strong	  player	  in	  the	  “next	  wave”	  of	  urban	  neighborhood	  redevelopment	  in	  Cleveland.	  	  It	  is	  hoped	  that	  the	  information	  presented	  here	  can	  be	  useful	  to	  Slavic	  Village	  Development,	  residents,	  businesses,	  and	  others	  working	  to	  strengthen	  the	  neighborhood,	  and	  provide	  a	  high	  quality	  of	  life	  for	  all	  participants	  in	  the	  community.	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Caveats	  and	  Limitations	  	  While	  this	  study	  has	  made	  an	  attempt	  to	  use	  methodical	  analysis	  to	  identify	  Slavic	  Village’s	  strengths	  and	  challenges,	  to	  identify	  possible	  market	  opportunities	  in	  the	  retail	  environment,	  and	  to	  generate	  ideas	  and	  opportunities	  for	  business	  expansion,	  it	  should	  be	  noted	  that	  there	  is	  no	  guarantee	  that	  any	  business	  or	  enterprise	  will	  succeed.	   There	  are	  many	  factors	  that	  contribute	  to	  the	  success	  of	  a	  business;	  a	  preliminary	  market	  analysis	  is	  only	  one	  of	  them.	  	  	  	  It	  should	  be	  noted	  that	  small	  respondent	  group	  sizes	  were	  available	  for	  the	  surveys	  and	  zip	  code	  analyses,	  and	  these	  analyses	  were	  not	  statistically	  sampled	  and	  analyzed.	   A	  wide	  margin	  of	  error	  could	  result.	   Similarly,	  the	  best	  available	  data	  in	  many	  cases	  dates	  to	  2007	  to	  2009,	  prior	  to	  the	  current	  economic	  scenario;	  or	  was	  national	  or	  state	  level,	  which	  may	  not	  directly	  apply	  to	  the	  specific	  Slavic	  Village	  area.	  	  In	  addition,	  the	  niche	  analysis	  is	  largely	  based	  on	  “capture	  rate”	  assumptions	  for	  which	  concrete	  data	  support	  was	  unavailable.	  	  All	  of	  these	  conditions	  could	  likely	  indicate	  a	  wide	  margin	  of	  error.	  	  	  	  	  The	  neighborhood	  commercial	  comparative	  study	  was	  an	  innovative	  attempt	  to	  find	  common	  factors	  that	  would	  enable	  a	  comparison	  of	  specialty	  retail	  capacity.	   To	  our	  knowledge	  there	  is	  no	  national	  or	  standardized	  data	  available	  on	  these	  factors,	  and	  no	  accepted	  method	  for	  making	  such	  measurements.	  	  This	  project	  was	  therefore	  experimental	  and	  preliminary,	  but	  does	  indicate	  directions	  for	  further	  study.	  It	  would	  be	  interesting	  to	  continue	  this	  study	  with	  more	  detailed	  assessment	  of	  neighborhood	  commercial	  area	  characteristics,	  improving	  potential	  accuracy,	  reducing	  margin	  of	  error,	  and	  expanding	  the	  number	  of	  neighborhoods	  evaluated.	  	  
BIBLIOGRAPHY	  AND	  REFERENCES	  “Buckeye	  Shaker	  Square	  Development	  Corporation.”	  2015.	  Accessed	  May	  5.	  http://buckeyeshaker.org/.	  City	  of	  Cleveland.	  2015.	  “2014	  Neighborhood	  Fact	  Sheets.”	  Cleveland	  City	  Planning	  
Commission.	  Accessed	  May	  4.	  http://planning.city.cleveland.oh.us/2010census/factsheets.php.	  “City	  of	  Cleveland	  Design	  Review.”	  2015.	  City	  of	  Cleveland	  Planning	  Commission.	  Accessed	  May	  4.	  http://planning.city.cleveland.oh.us/designreview/cpc.shtml.	  “Cleveland	  |	  GIS.”	  2015.	  Accessed	  May	  4.	  http://www.clevelandgis.org/Planning/.	  “Cuyahoga	  County	  Geographical	  Information	  Systems.”	  2015.	  Accessed	  May	  4.	  http://gis.cuyahogacounty.us/.	  “Detroit	  Shoreway	  -­‐	  Detroit	  Shoreway.”	  2015.	  Accessed	  May	  5.	  http://dscdo.org/.	  Forest	  City	  Development.	  2015.	  “Demographic	  Analysis:	  	  Broadway	  and	  E.	  55th	  Zone.”	  Slavic	  Village	  Development.	  “Hartville	  Marketplace.”	  2015.	  Accessed	  May	  5.	  http://www.hartvillemarketplace.com/.	  “NE	  Shores	  Development	  Corporation.”	  2015.	  Accessed	  May	  5.	  http://www.northeastshores.org/.	  
	  	   48	  
NOACA.	  2015.	  “Traffic	  Counts	  GIS	  Portal.”	  Northeast	  Ohio	  Areawide	  Coordinating	  Agency.	  Accessed	  May	  4.	  http://gis.noaca.org/flexviewers/gisportal/.	  Ohio	  Department	  of	  Commerce.	  2015.	  “Ohio	  Department	  Of	  Commerce	  |	  Division	  Of	  Liquor	  Control.”	  Accessed	  May	  4.	  http://www.com.ohio.gov/liqr/permitclasses.aspx.	  “Slavic	  Village	  Development.”	  2015.	  Accessed	  May	  5.	  http://slavicvillage.org/.	  “Smitty’s	  Cinema.”	  2015.	  Accessed	  May	  5.	  http://www.smittyscinema.com/.	  “St	  Clair	  Superior	  Development	  Corporation.”	  2015.	  Accessed	  May	  5.	  http://www.stclairsuperior.org/.	  “Tremont	  West	  Development	  Corporation	  -­‐	  Tremont	  West	  Development	  Corporation.”	  2015.	  Accessed	  May	  5.	  http://tremontwest.org/.	  	  	  
